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Making one Varnish do what 


two did before 


© make and market a varnish which would be all var- 
nishes in one—that was the Wadsworth, Howland & Co., 
Inc.idea. A varnish that would doa rough, tough, outside job 
or put a finish on the finest furniture with equal speed and 
success—that wasthe Wadsworth, Howland & Co., Inc. ideal. 


pate aaes Ant 


was the achievement. Then came the period of tests. For 
two long years Inorout passed through all the horrors of the 
torture chamber and survived. It was ready to market. 
Yeats of successful work with this client made it an added 
pleasure to assist in placing this marvelous product before 
the eyes of New England. 

The wealth of orders which have caused the factory to 


work overtime indicate that within a year Inorout has be- 
come a ‘best seller” in the well-known Bay State line. 


N. W. AYER & SON 


ADVERTISING HEADQUARTERS 
PHILADELPHIA 


Boston CLEVELAND CHICAGQ 
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Motorizing the Farm 
Means More Money 


The readers of STANDARD FARM PAPERS are rapidly 
motorizing their farms by the installation and use of il 


kinds of labor saving machinery, such as: 


Tractors 


Gas Engines 


Electric Plants 


They have doubled their dollars in the last three years and 
these new devices make it possible for them to till mon 
acres and produce more per acre. 


THE STANDARD FARM MARKET therefore is becon- 
ing constantly richer, bigger and more easily sold. 


Consistent advertising in STANDARD FARM PAPERS 
will render advertisers a constantly increasing return on 
their investment. 


The Standard Farm Papers 


(Over One Million Farm Homes) 
Sell a Standard Farmer and you sell his neighbors too 
The Ohio Farmer 


Established 1848 


Wallaces’ Farmer 
Established 1895 


The Michigan Farmer 


Established 1843 
Prairie Farmer, Chicago 
Established 1841 


Pennsylvania Farmer 
Batablished 1880 


The Breeder’s Gazette 
Established 1881 


Hoard’s Dairyman 
Established 1870 


Progressive Farmer 
Established 1886 


Birmingham, Raleigh, 
Memphis, Dallas 
The Wisconsin Agriculturist 
Established 1817 
Pacific Rural Press 
Eatablighed 1870 


The Farmer, St. Paul 


Established 1882 


Eastern Representative 
Wattace C. Rremanpson, Inc, 
381 Fourth Ave., New York Giy 


Western Representatives 
Stanparp Farm Papers, INc., 
Conway Building, Chicago 


All Standard Farm Papers Are Members of the A. B.C. 
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What Advertising Has Most Deeply 
Affected American National Life? 


“Jackson, 


” the Philosophic Former City Editor, Hands the Palm to the 
Musical Industry 


By Frank H. Williams 


4 MUSING look came into 
AA Jackson’s eyes as he listened 
to the perfect reproduction on his 
phonograph of a world-famous 
aria sung by one of the greatest 
artists of the day. 

When the song stopped he 
tuned to me with a rather intent 
look on his face. 

“Do you know,” said Jackson, 
‘T believe that the musical ad- 
yertising of the talking-machine 
companies and the player-pianc 
makers has had the most vital ef- 
fect on American national life of 
ay advertising undertaken by any 
concern or group of concerns!” 

“lust what do you mean by 
that?” I asked. 

“That no other advertising has 
% deeply changed the country’s 
characteristics as this musical ad- 
vertising I am talking about. No 
other advertising has been so in- 
sttumental in changing national 
characteristics, in making us a dif- 
ferent sort of people from what 
we were before the advertising 
began.” 

“That sounds interesting,” I de- 
dared. “Tell me some more.” 
‘T've been thinking quite a little 
about the matter lately,” Jacks on 
went on, “I began thinking about 
what advertising had most deeply 
afected our national fife the other 
tay when I was riding down in 
the subway and happened to read 
acanned-soup car-card. That set 
me to thuking of how the canned- 
goods advertising has made us all 


pretty extensive buyers of foods 
put up in tins. Years ago we 
never used to buy food that way, 
and I couldn’t help thinking what 
a distinct change in our household 
affairs the advent of canned goods 
made. From that I got into this 
other subject, with the result that 
I am now convinced that musical 
advertising stands right at the top 
of the list of all advertising of 
the past ten or fifteen years in 
its effectiveness in changing 
American life. 

“Just stop and think about it 
a little,” Jackson went on, getting 
enthusiastic over his topic. “You 
and I are not so very old and yet 
we can remember back in the old 
days in the old home town when 
the only music in the village was 
‘Doc’ Silver's clarionet band, 
which gave occasional concerts 
during the summertime in the 
bandstand in front of the court- 
house, and the two or three square 
pianos which languished in the 
big homes of the’ town. I say 
‘languished’ because in most cases 
there was no one in: the house 
who could play them. 

“Music in those days bulked 
just about as large in American 
national life in the majority of 
communities as the Chautauqua 
does among the Fiji Islanders. 
In those days a musical person 
was thought to be highbrow, and 
among these highbrows there was 
always much hemming and haw- 
ing and sorrowful ejaculations 


Table of Contents on page 194 
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over the future of America, be- 
cause, alas, America was not mu- 
sical! 

“The worst of it was that the 
people who said America wasn’t 
musical spoke the exact truth. As 
I say, there were occasional bright 
spots in the life of every commu- 
nity when the band gave a more 
or less tuneful display of its cour- 
age and Mrs. Smith put on her 
best bib and tucker, invited in the 
neighbors and played a few sim- 
ple church tunes on the mournful- 
looking black piano in the parlor. 
But musical? Say, compared with 
European nations America simply 
wasn’t there when it came to mu- 
sic at all, at all. 

“It didn’t look like we would 
ever be musical. A few strug- 
gling piano and organ makers 
turned out a moderate number of 
musical instruments which they 
disposed of with difficulty, and one 
or two band-instrument makers 
flourished. But, generally speak- 


ing, the American nation had lit- 
tle acquaintance with music and 


cared less. 

“Then some highly important 
things occurred. The talking-ma- 
chine was invented, the first piano- 
players made their appearance on 
the market, and aggressive, enter- 
prising, far-seeing business men 
began the exploitation and devel- 
opment of these musical instru- 
ments. 

“You remember the first piano- 
players—they were clumsy and un- 
wieldy, and you pushed them up 
to the piano, where you affixed 
their felt-padded hammers to the 
keys of the piano like a bunch 
of claws. They didn’t cover the 
whole keyboard, either, being only 
65 note, or something like that. 
But they pounded a lot of noise 
out of pianos which had stood si- 
lent for a long, long time. And, 
best of all, they brought the great 
composers into the most remote 
farmhouses. 

“That was the point first em- 
phasized in the advertising for 
the piano-players—they’d make a 
lot of pianos used which hadn't 
been touched in years. The ad- 
vertising appealed to thrifty 
housewives who couldn’t see the 


INK 


sense of not doing anythi 
with a piano than dusting it 
every day or so, And it td 
to young people who wate 
the quickening pulse of the 
American life and wanted ~ 
life around the house whe ta 
friends came to call than only 
have the family album ¢ He 
; 0 show 
these friends for entertain 
And it appealed to the ran 4 
the house because: it : 
8 
good one wae to cash in on by 
piano somehow inst 
it lie dead. — 7 
“Then, too, came the talking 
machines—marvels of ing 
wonderful inventions and all that 
but metallic, wheezy and rag 
unsatisfactory. Manufacty 
didn’t depend much on aul 
sell talking-machines in the a 
days. The Edison band band 
off some tunes now and then, af 
some coon-shouter mangled wi 
song once in a while, but the tuk 
of the records were monolopy 
rendered by vaudevillians who tw 
good voices. At that, though, yop 
remember how we used to eg 
up close to the flower-shayd 
mouth of the apparatus and pat 
a hand to our ear and strain evey 
nerve to catch the words, af 
then, after missing about half o 
what had been said, declare it wa 
grand! 


FIRST OF ALL, THE MACHINE ITSa? 
HAD TO BE SOLD 


“Such advertising as was dont 
in those old days, as I remember 
it, emphasized the invention pat 
of the talking-machine—the wor 
derful thing it was to be able 
reproduce the human voice, a 
all that sort of stuff. You 
member how the ‘His Masters 
Voice’ trade-mark was played ® 
in store windows and everywhett 
I can remember when people 
to stop and look at the lifes 
figure of the dog and say: Ts 
that machine could reprodut ? 
man’s voice so a dog would # 
up and take notice of it like that 

“But while I have no 
dope on the matter, Td be 
ing to wager that it wa 
when the manufacturers begat 
hammer hard on the 
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Important 
RATE CHANGES 





ErrecTivE September 1, 1919, 
the Christian Herald circulation guarantee 
yill be increased from 2 50,000 to 300,000 

95% net paid. 
The line rate of $2.00 and the black 
ud white page rate of $1200 remain 


unchanged. 


Back cover rates: 
$1600——TWO COLORS 
1QOO—THREE COLORS 
2100——FOUR COLORS 


No advance on inside color work. 
No advance on center spreads. 


These rates apply to all orders not 
ictually in our ofhice and accepted. 





The Christian Herald 


GRAHAM PATTERSON, President 


NEW YORK CITY 
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of the talking-machines that sales 
began to bound. I remember dis- 
tinctly calling on a young lady 
friend one night, many years ago, 
and finding her all excited because 
the family was contemplating the 
purchase of a phonograph. She 
showed me an ad in a magazine 
showing the parlor of a home with 
the rugs piled in a corner, a phon- 
ograph going full tilt and a num- 
ber of young people dancing 
around. ‘We’re going to get one 
of those,’ my young lady friend 
told me. ‘Won't it be fine to have 
a dance right here whenever we 
want it!’ I remember several 
other families of my acquaintance 
who bought phonographs for just 
about the same purpose. 

“You remember, of course, how, 
a comparatively few years back, 
all of the talking-machine compa- 
nies suddenly perfected their 
product and began advertising 
heavily that every home could now 


hear the world’s most famous 


singers, just as though the sing- 


ers were right there in the house. 
I remember distinctly one ad of 
this period in which a great lot 
of famous opera singers were 
shown floating out of one of the 
parlor talking-machine cabinets. 
Up to that time I'd not paid much 
attention to the progress being 
made by the phonograph concerns, 
and I still remember how this ad 
caught my interest and held it. 
It came with a distinct surprise 
to me to know that I could hear 
all these famous people on a 
phonograph. It was that very ad 
which made me buy a phonograph, 
and I’ve no doubt it influenced 
countless others to do the same 
thing. 
NoW IT IS MUSIC THAT IS 
ADVERTISED 


“Tt is interesting to note the 
difference in the phonograph ads 
of to-day from what they were 
a number of years ago. I was 
enough interested in this topic the 
other day to go over to the public 
library and wade through the mag- 
azine pages of some old publica- 
tions and through the ads in some 
old newspapers just to find out 
what slant the phonograph com- 
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panies had on thei , 
the — days of the a 
in what way a 
differed teal on old-time dag 

; € angle they jy 
ee goods to-day, 

Tounc , 
terday = —— before ye 
on the remarkable nates 7 
talking-machine—its ability 0 

ta > aOIity to ny 
produce sounds and all that y 
terday the emphasis was cel 
on the musical end of the bai 
ae music to your gg 
n at a moderate cost, 
famous opera singers again 
again in their most famous y 
at less than the price of a pait 
seats at the Metropolitan Ops 
House, and that kind of 
To-day, of course, phonog 
are exclusively musical ing 
ments, and the emphasis in alg 
ads is upon the musical featumg 
but this emphasis has been shit 
from being entirely on the m 
chines to rest largely upon ty 
records. 

“Look at the recent ads iss 
by the Victor company. One 
them is headed ‘Music that j 
more than a memory,’ and te 
us that the Victrola ‘makes 
opera and the concert more th 
a fleeting pleasure. . . . Youg 
have encores without numba 
You can hear the interpretati 
by the very same artists who wo 
your admiration at the opera 
concert.’ The Vocalion, we a 
told by the Aeolian Compa 
plays for you ‘the music as yu 
best like to hear it. Theg 
of musical expression, from fi 
ing bravura to the most delicd 
echo, is at the command of yo 
finger-tips.’ 

“Look at this advertisement 
Columbia records—Happy Musié 
‘All the happy music you et 
heard or ever will,’ says the ¢# 
—‘yesterday, 
morrow—can be yours on 
bia records.’ The Edison pnom 
graph makers centre their @ 
paign around the tone petle 
of the records. One by ome # 
mous singers have beet 
singing in comparison with 0 
Edison ‘re-creation’ of ' 
voices. In the adve 
(Continued om page 190) 
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The New York Globe 
| 


America’s Oldest and 
Most Progressive 
Independent Newspaper 





offers the advertiser the privi- 
lege of addressing the soundest 
body of intensified reader in- 
terest and reader confidence to 
be found anywhere. 


The Globe makes no pretense 
of being the “largest,”’ “cheap- 
est” or “greatest” in any re- 


spect. 


Its 180,000 daily purchasers are 
of the class with money to spend 
equalling that of the entire 
population of many cities of 


g considerable population. 
¢ Globe consic 
E per. 


The advertiser does not have to 
Member A. B. C. address the multitude at heavy 
expense in order to seek a mar- 
ket for his goods, provided they 
are calculated to appeal to the 
class of people who regularly 


buy and read The Globe. 


The New York Globe does not 
knowingly take a dollar from 
any advertiser which does not 


produce profits for him. 


Firms and individuals in prac- 
TES identical tically all lines use the adver- 
for foreign and tising columns of The Globe 


advertising; with handsome returns. 
ume rates to all 
for like service. 
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Splendid Product 


—good distribution 


Way Were Sates Stow? 


A vacuum bottle that will not break 

—all steel—can be dropped on a rock without 
injury. 

—this unique product was perfected three years 
ago by the Stanley Insulating Company. 


By skilful sales-work, the new vacuum bottle was 
placed with the trade. 


But repeat orders came slowly. Dealers failed to 
move the new bottles. 


The manufacturer determined to investigate. 


A Stanley salesman found his bottles displayed in 
many stores together with competing bottles. 


In a department store he picked up one of his own 
bottles and turned to the clerk. 


“Why do you charge $9.50 for this bottle,” he 
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ALL the American transatlantic 
planes, the NC-§, the NC-1 and 
the NC-3,-and ALL the British 
overseas aircraft, including Haw- 
ker’s Sopwith, were equipped with 
Stanley Vacuum Bottles. 


“7 have secured some Stanley 
Vacuum Bottles,”” Hawker wrote 
before starting on hie flight. “J 
find them efficient beyond my most 
sanguine expectations and ehall 
use them on my attempt te fly 
across the Atlantic.”’ 


asked, “when that other bottle of the same size costs 
only $4.50?” 
“It’s a new bottle,” replied the clerk—‘a good 


” 


one. 
“Why is it better ?” 


The clerk shook his head. He did not even know 
that the Stanley Vacuum Bottle was unbreakable! 


And it was on clerks like this that the manufac- 
turer was relying to get his story to the public! The 
new bottles were selling slowly because retailers 
were not able to drive home the big sales argument 
to their customers. The story had to travel from 
the dealer to the clerk—from the clerk to the cus- 
tomer—and it was getting lost on the way. 


To-day this manufacturer is taking his story di- 
rect to the public by newspaper advertising. The J. 
Walter Thompson Company is co-operating with 
the Stanley Insulating Company in telling con- 
sumers the advantage of a vacuum bottle that will 
not break. 


J. WALTER THOMPSON COMPANY 
New York 


Chicago - Boston - Detroit Cincinnati 





Wanted: A Clearing House for 
Slogans 


A List of Fifty of the Better Known Slogans 


N_ increasingly large number 
4 of inquiries have been com- 
ing into the Research Department 
of Printers’ INK requesting a list 
of slogans or asking assistance 
in determining the originality of a 
certain slogan. For a long time 
the*need of such a list has been 
apparent. Advertisers who wish 
to adopt a slogan in conjunction 
with their advertising campaigns 
are often deterred from using one, 
due to their inahility to determine 
whether it has been used pre- 
viously. Usually the proposed 


slogan is new, yet there is always 
a doubt existing in the mind of 
its author as to its originality. 
The compilation of a complete 
list of slogans is surely an im- 
possible task. 


Retail advertisers 
all over the country have them, 
and also cities, associations, publi- 
cations, etc. Then again it must 
be borne in mind that there is no 
Government bureau, such as the 
Trade - Mark Bureau, where the 
compilation of a list consists of 
simply copying off the desirable 
names. Another obstacle is the 
inconsistent use of the slogan or 
the frequent changing of the 
wording. 

A number of 1 “nufacturers’ as- 
sociations, such as the silk and 
paint associations, maintain their 
own trade-mark and trade name 
bureaus, where the members can 
ascertain with .easonable sure- 
ness, whether a proposed trade- 
mark has been used or not. The 
Troy collar manufacturers have, 
for years, maintained such a 
bureau, where all proposed names 
for collars are submitted. At this 
bureau an accurate record is kept 
of all the names now in use as 
well as names registered for fu- 
ture use and by this means it is 
an easy matter to avoid duplica- 
tion. Very little has been done, 
however, by tlese associations to- 
ward comnriling a list of slogans, 


and where it has been attempted, 
10 


the list includes only 
field covered by the 
the association, 

A list of nationally 
slogans, however, can 
complete enough, to e 
user to determine with - ) 
certainty whether or not the one 
he intends using is nemO 
course in such an undertaking i 
would not be feasible to attempe 
to publish the entire list at once 
A list of fifty well-known, nation. 
ally advertised ‘slogans follows 
and subscribers are requested t 
notify us of additional names 
which will be printed in a supple. 
mentary list or lists at such a tim 
as may be found advisable. Itis 
suggested that the selection of 
such slogans be limited to thos 
actually used in campaigns oi 
national scope. 


All Phonographs In One. Brunswick 
Balke-Collender Co. 

As Easy as Pointing Your Finger 
Colt Patent Fire / . 

Ask Dad—He Knows. 
bacco Co. (Sweet Caporal.) 

Ask the Man Who Owns One, Pack 
ard Motor Car Co 

Best In the Long Run. B. F, Got 
rich Co. (Tires.) 

Built for Sleep. Simmons Co, (Beds 

Candy Mint With the Hole (Th 
Mint Products Co. (Lifesavers) _ 

Chases Dirt. Cudahy Packing & 
(Old Dutch Cleanser.) ; 

Clean Tooth Never Decays (A). Flor 
ence Mfg. Co. (Pro-phy-lac-tic Toot 
Brush.) ’ 

Cleans As It Polishes. Channel Chem 
ical Co. (O-Cedar Polish.) 

Cocoa With That Chocolaty Tat 
(The). Runkel Brothers. R 

Comfort Car (The). Hupp Motor (a 
Corp. (Hupmobile.) . 

Conerete ~ Permanence. Portlasi 
Cement Association. 

Covers the Earth. 
liams Co 

Don’t Grope in the Dark. Am 
Ever Ready Works. _(Daylo.) 

Eventually—Why Not Now. Was 
burn Crosby Co. ~ , 

Flavor Lasts (The). William Wi 
ley, Jr. Co. 

From Contented 
Milk Products Co 

Good Morning! 
Soap? A. & F. 

Hammer the Hammer. 
Arms & Cycle Works. 


The Sherwin-Wi 


Cows. 
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URELY ought to enjoy 

that canoe trip, the way 
were sweating to raise cash. 
Tut hole the baseball suits 
mie is all cleaned up, and 
were way beyond now. 


Sems as though the town 
mght to be all mowed and 
dipped and rolled by now. 
Dal says we’ré some close 
tuvers, but mother didn’t 
mieat all. She said nothing 
tut tends to develop industry 
mi thrift should be touched 
@ lightly, and thet sweetest 





Boys of Billy Byer’s type get 
vist they want by any fair means 
That thei: families can afford to give 
them what they want is no deter- 
mat to their turning their own 
ands to earning their part. 

's no snobbery in their 
take-up, They work and play to- 
wards the goal for the game’s sake. 


“The Biggest, Brightest, Best Magazine 
for Beye in all the World.'’ 
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rewards are hardest won. Dad 
said he ought to know that, 
himself, and winked at me. 


Gee, we just stand around 
now, waiting for the grass to 
grow faster. If it doesn’t hurry 
up we'll have to fill in the 
chinks some other way. 


Seems that every time we 
look at that catalogue we sent 
for there’s something new add- 
ed to our list. And it’s already 
a mile long. 


(To be continued in Printers’ Ink June 26) 





An accurate gauge of what ap- 
peals to this type of boy has built 
up a circle of more than 500,000 of 
such boy readers for The Ameri- 
can Boy. A close appraisal of boy 
character has formed its constantly 
renewing, always growing circula- 
tion, a composite circulation typi- 
fied by Billy Byer. 








HE SPRAGUE PUBLISHING CO., Detroit, Mich. 


(Member A. B. C. 
Offices: 286 Fifth Ave., New York 


1418 Lytton Bldg., Chicago 
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Hasn’t Scratched Yet. Bon Ami Co. 

Have You a Little Fairy in Your 
Home? N. K. Fairbank Co. 

Have You Tried One Lately? 
eral Cigar Co. (Robert Burns.) 

His Master’s Voice. Victor Talking 
Machine Co 

If It Isn’t an Eastman It 
Kodak. Eastman Kodak Co. 

It Floats. Procter & Gamble. 
Soap.) 

It’s Toasted. 
(Lucky Strike.) 

Kalamazoo—Direct to You. 
zoo Stove Co. 

Kitchen Cabinet That Saves Miles of 
Steps (The). Hoosier Manufacturing 


Co. 
Like Old Friends They Wear Well. 
Louis Meyers & Son. (Gloves.) 
Makings of a Nation (The). Ameri- 
can Tobacco Co. (Bull Durham.) 
More You Eat, The More You Want 
(The). Rueckheim Bros. & Eckstein. 
(Cracker-Jack.) 
National Drink (The). Welch Grape 
Smoke (The). R. J. 


Juice Co. 
National Joy 
Reynolds Co. (Prince Albert.) 

No Metal Can Touch You. A. G. 
Stein Co. (Paris Garters.) 

One of the 57. H. J. Heinz Co. 

Save the Surface and You Save All. 
Paint and Varnish Association. 

Skin You Love to Touch (The). 
Andrew Jergens Co. (Woodbury’s Facial 
Soap.) 

Test It With a Hammer. 
Lambert, Inc. 

There’s a Reason. Postum Cereal! Co. 

They Satisfy and Yet They’re Mild. 
Liggett & Myérs Tobacco Co. (Chester- 


field.) 
Time to Re-tire? Fisk Rubber Co. 
Turn White 


Varnish That Won't 
(The). Valentine & Co. 

Watch With the Purple Ribbon (The). 
South Bend Watch Co. 

We Are Advertised By Our Loving 
Friends. Mellins Food Co. 

hen It Rains—It Pours. 

Salt Co. 

Wood of Service (The). 
Pine Ass'n. 

You Can’t Buy a Multigraph Unless 
You Need It. Multigraph Co. 

You Press the Button—We Do the 
Rest. Eastman Kodak. 

Your Nose Knows. 
bacco Co. (Tuxedo.) 


Gen- 


Isn’t a 
(Ivory 
American Tobacco Co. 


Kalama- 


Pratt & 


Morton 


Southern 


American To- 


O. C. Mosley Transferred to 


San Francisco 

O. C. Mosley has been transferred 
from the New York office of the Curtis 
Publishing Company to the San Fran 
cisco office. Mr. Mosley was formerly 
advertising manager of Libby, McNeill 
& Libby, Chicago, and the American 
Sugar Refining Company, New York. 


E. D. Hallock, formerly with the 
Gray & Dudley Co., of Nashville, Tenn., 
has been appointed advertising man- 
ager of the Pider Manufacturing Com- 
pany, St. Louis, Mo., manufacturer of 
dry-goods specialties. 
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Society 
Brand Clothes Have Air 
elivery 


LFRED DECKER & COHN 

makers of Society Branj 
Clothes, have inaugurated an air. 
plane delivery service for their 
customers in the Chicago distrig. 
Beginning with June 3 two Cy. 
tiss airplanes began a regular 
schedule of deliveries to cloth 
dealers in Chicago, Galesburg 
Kankakee, Champaign and Dan. 
ville, Ill. ; South Bend, Valparaisy 
Lafayette, Ind. ; Milwaukee, Madi. 
son and Janesville, Wis. 

The two airplanes were christ. 
ened Society Brand I and Society 
Brand II by Harry H. Merrick 
president of the Chicago Asw- 
ciation of Commerce at a cere 
mony on Society Brand aviation 
field on June 3. The field extends 
over forty acres. Lieut. David 
L.- Behncke, lately in charge of 
testing and inspecting army planes 
at Chanute Flying Field, Rap 
toul, Ill, will be in charge and 
will be assisted by a staff of 
trained men recently discharged 
from the army aviation corps. 

The Alfred Decker & Com 
firm is making much capital out 
of the proposition in an adver 
tising way. The planes will bk 
distinguishable at a great height 
because of their checker-board 
wings. They were thus marked 
so as to obtain the highest visi- 
bility. Large advertisements are 
being run in the Chicago news- 
papers inviting the public to vst 
the aviation field. 

It is planned to extend th 
service in a short time so as 10 
make deliveries within a radus 
of 500 miles of Chicago. 


Douglas Taylor With “Prat 
ers’ Ink” 


Douglas Taylor, recentl discharged 
from the air service, has become a 
ciated with Printers’ [nx as assstatt 
to Kirk Taylor, Western manage. Be 
fore entering the service Mr. Taylor 
was with Henry Lindenmeyt t St 
New York paper house, for ri 
five years was connected will 
United States Printing & 
Company. 


Lithograzt 
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Clearly Dominant 
in Des Moines 


HE Des Moines Register and Tribune in 58 

morning, evening and Sunday issues in May pub- 
lished 716 columns more advertising than both other 
Des Moines evening and Sunday newspapers com- 
bined published in 62 issues. 


- Merrick Every week day in May except two 

Ae Saturdays The Evening Tribune was 

— first in evening advertising. The 

ut. Davi Tribune exceeded the second Des 

—_s Moines evening paper by 30 per cent 

a and the third evening paper by 100 

as per cent for the month of May. 

Gi fs Evening Tribune in six issues a week carried 
apital out Bid . ‘ . 

an adver more advertising than either of its evening con- 
yo tmporaries, including their Sunday editions, seven 
ker-boart B® issues a week. 

et 

ee Every Sunday in May The Sunday 

ic to vist Register carried practically as much 

ctend, th advertising as both other Des Moines 


$0 Sunday papers combined. 


The Sunday Register publishes one of the largest 
and finest photogravure magazines in the west. 
Light pages of photogravure every Sunday. 

Member Audit Bureau of Circulations. 


lL A. KLEIN, JOHN GLASS, 
Metropolitan Tower, New York. Peoples Gas Bldg., Chicago. 
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Collier's 


Grist! Are your messages to 
the world as speedily printed as they 
should be? A message from you to 
us may bring some surprising thoughts 
on this important subject. Send it 

now. ¥ ®® From out of the whirling wheels 

of this small utterer of well-printed sheets comes a great 

volume of the world's grist of letters, forms, plans, de- 

signs, etc. All are microscopically accurate duplicates 
of their originals. But the fact that the Mimeograph will 
deliver thousands of duplicate letters within the hour of dic- 
tation establishes its supremacy 1n the world of action. It isan 
hour-saver—as it 1s a dollar-saver. Your message—tor booklet 
“M"—now! A. B. Dick Company, Chicago—and New York. 
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After 14 years’ experience 
in national advertising, 
the A. B. Dick Company 
decided in 1916 to make 
Collier’s the backbone of 


their campaign. 


Since 1916 Collier’s has 
carried more Mimeograph 
advertising than any 


other general publication. 
National results have justi- 
fed increased space in 
Collier’s each year. 


Collier’s 


THE NATIONAL WEEKLY 


J. E. Wittiams, Advertising Manager 


52 Year 
More Than_ew Million a Week 
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Baltimore’s Big Advertisers 
Prefer the 


ENTERPRISE FUEL cy 





Oak Street, ““Pocket”’ of The Enterprise Fuel Company. 


bbe feeling among the largest business concerns in Baltimor— 
concerns who are right here on the ground and in a position tos 
and KNOW the relative value of ALL mediums—is that Te 
NEWS is not only the BEST advertising medium but is all-sufficentin 
itself to put over really BIG propositions, further illustration of this fat 
is furnished by the Enterprise Fuel Company, one of the largest reual 
coal concerns in the entire South, which has just completed a cami 
of 8 full page advertisements in The NEWS—EXCLUSIVELY! 


q The NEWS has the largest net paid circulation of any Baltimore daly oe 
It was the only Baltimore daily paper to show a gain in circulation for the st 
months ending March 31, 1919, as compared with the same period a year ago. The 
NEWS made the largest gain in advertising of any Baltimore paper in April, 191, 
as compared with the same month last year. The NEWS carries more displays 
vertising than any other Baltimore paper. 

Merchandising assistance, analyses, trade investigations .nd plans 

for EFFECTIVE advertising in Baltimore are as much a part of 


our daily work as handling orders for space. Ask our advertisers, 


The Baltimore News 


Over 100,000 net paid Daily and Sunday 
The NEWS carries more display advertising than any other Baltimore newspepet 
DAN A. CARROLL .E.LUIZ 
i estern 
Tribune Building OO Wrdeh Bo nel +B 


New York Advertising Manager 





When It Pays to Emphasize the 
Product, and Not the Maker 


Why N. K. Fairbank Doesn’t Sell the Family of Products Idea 


By G. A. 


O makes Gold Dust? Quick 
now, hold up your hands. 
Gold Dust—Gold Dust? You 
can close your eyes and see the 
black twins and the big yellow 

. But who makes it? Oh, 
well, who wants to know, anyway? 

While the class is on its feet 
ifs finish the thing. Who makes 
(ovo salad oil? Snowhite? Cot- 
jolene? Who makes Fairy soap, 
Sumy Monday soap and Fairy 

? 

"The N. K. Fairbank Company,” 
fully replies Mr. Walking Ency- 
dopedia, as he blithely steps to the 
fead of the class without being 


told. 
Is the Fairbank vanity hurt be- 


cause even advertising men may 
be unable offhand to associate the 
name with the company’s various 
products? Not in the least. On 
the direct. contrary, Fairbank is 
well satisfied with the condition 
because this is exactly what it 
strives for in its advertising. It 
wants its various products known, 
but is not at all concerned with 
becoming famous as the N. K. 
Fairbank Company. 

These observations are sug- 
gested by a recent interesting cir- 
cilar sent out by the company 
headed “Important Announcement 
to All Officials, Department Mana- 
gers, Salesmen, Brokers and Em- 
ployees Generally.” Copies also 
are sent to stockholders “whose 
co-operation also is hereby so- 
licited,” 

The circular urges every mem- 
ter and friend of the organiza- 
tion to insist upon receiving Fair- 
tank brands when they buy from 
retailers, 

_ Think for a moment of the ef- 
lect upon retailers throughout the 
country,” says the circular, “if 
tery employee of this great or- 


fiization should demand Fair- 
17 
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bank brands and refuse to accept 
anything else in their place.” 

The company expresses the be- 
lief that its employees are of 
course acquainted with the names 
of its various products. Neverthe- 
less, to make sure, the entire line 
is listed and described. 

Printers’ INK is not a cata- 
logue, but perhaps as a matter of 
information to advertising men in 
general the editor will permit the 
Fairbank products to be listed 
here. We'll try it, anyway. The 
line is in three general divisions 
—shortening, salad oil and soap 
products. The names: Snowhite, 
Fairco and Boar’s Head for short- 
ening; Cottolene, a cooking fat; 
Covo, a salad oil; Gold Dust, 
Fairy Toilet Soap, Fairy Flakes, 
Pummo hand soap, Glycerine tar 
soap, Polly Prim scouring soap, 
Sunny Monday, Santa Claus, Clai- 
rette, Dandy, Ark, Mascot and 
Chicago Family laundry soaps. 


EMPLOYEES NEEDED REMINDER OF 
FULL LINE 


Good results followed the cir- 
cular. New enthusiasm and per- 
sonal pride were aroused among 
the employees and others. An 
official of the company says some 
real business can be traced directly 
to this presentation. 

“Our products,” he said, “are so 
numerous and so little advertising 
emphasis is placed upon the name 
Fairbank that it would not be at 
all remarkable if some of the peo- 
ple interested in or connected with 
this company should momentarily 
fail to identify some things as be- 
ing made by Fairbank. Hence the 
listing and description of the prod- 
ucts in this appeal.” 

If the company insisted on em- 
phasizing the company name in ad- 
vertising its line it probably would 
become much better known among 
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consumers as Fairbank. But would 
this increase the sales volume? 

If the company made only Gold 
Dust and such allied laundry and 
cleaning products that could prop- 
erly be grouped with it, then it 
could talk company name to its 
heart’s content and not. detract 
from the advertising appeal. 

But Fairbank makes food prod- 
ucts as well. The two classes of 
goods won't go together very well 
in an advertising way. It would 
not be:good advertising to attempt 
to get distribution for Covo salad 
oil on the strength of the com- 
pany’s reputation as maker of 
Gold Dust. One is food and the 
other is washing powder. Being 
advertised as the maker of Cot- 
tolene or Snowhite is not going to 
help the company sell Fairy soap 
or Polly Prim cleaner. This is 


why Fairbank strives to have each 
product become known and fa- 
mous under its own name and on 
its own merits. 

It is altogether possible that a 
woman who is a good friend of 


Gold Dust would not take quite 
so kindly to Pummo handsoap if 
advertising emphasis were placed 
on each of these items as being 
made by the same company. 

A similar advertising problem is 
encountered by the Carnation 
Milk Products Company, which 
puts out two grades of condensed 
milk. Its high-grade product is 
Carnation. And then, under the 
name of the Hebe Company, it 
manufactures another condensed 
milk which is adapted for cooking 
purposes. 

This concern deems it wise to 
keep the two entirely separate as 
to name, advertising and merchan- 
dising—going much further in 
this respect than Fairbank finds it 
necessary. 

The reason is apparent. If the 
main company emphasized its 
name as the maker of each of 
these milks both would lose in ad- 
vertising strength. A woman buy- 
ing Carnation milk might under 
those circumstances expect some- 
thing near the same equal in the 
other. If she bought the other 
milk she might thereby get an im- 
proper idea as to the quality of 
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Carnation. Each milk jg adver. 
tised as exactly what it is ; 
ciate the two and trouble would 
come. The sharp demarkation by. 
te r - Ay i ti fone by the fc 
- & accounts are 
handled in separate agencies, 
_ On the other hand, some many. 
facturers find they are Making 
serious mistake through emphasiz. 
ing the product and not the name 
of the maker. Printers’ Iyx told 
a few weeks ago about the Green 
Engineering Company, of Ray 
Chicago, Ind., _maker of chain 
grate stokers. This company, se. 
cure in the belief that it was pro- 
ducing the best stoker on the mar. 
ket, advertised its product with. 
out identifying it strongly enough 
as being made by Green. The re. 
sult was that competing manufac 
turers got part of the benefit, The 
company’s plan now is to keep the 
name “Green” sharply prominent 
in all advertised references to the 
things it makes. 

Packing concerns like Armour 
and Wilson find little difficulty in 
advertising most of their products 
under the company name. This is 
so because the products mostly are 
food. Food, even though it were 
not related in any way to mea 
might properly be expected to 
come from a packing concern. But 
Wilson has a big business in sport- 
ing goods. This line is so remotely 
associated with the packing bus- 
ness in an advertising way that it 
is merchandised under the name 
of Thos. E. Wilson & Company 
Probably ninety per cent of the 
people who buy sporting good 
from Thos. E. Wilson & Company 
do not know it is a subsidiary ot 
Wilson & Co., the packing com 
cern. Doubtless they would by 
the sporting goods, anyway; bit 
in any event the sales would no! 
be helped if the packing house as 
such advertised the goods. 

After all, in most cases at leas, 
the name of the company making 
a thing is relatively unimportant 

As long as people keep on byy- 
ing Gold Dust, Cottolene a 
Fairy Soap, Fairbank is not gomt 
to worry over the possibility that 
comparatively few people know 
who made these things. 
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Creating Market Builds Business of 
Southwestern Manufacturer 


ut Butter Maker Has Public Indicate Little Used Ways of Preparing 
Product and Advertising Does the Rest 


Pean' 


HEN in doubt how to mar- revealed that peanut butter, it- 
ket your product, make your self, needed no_ introduction. 
own market. f Texas produces a large part of 
This is the plan follow ed by a___ the “goobers” grown in this coun- 
Southwestern manufacturer who try and has developed a large 
wanted a larger market for his number of factories. At the sales 
ut butter. The market he has end, modern merchandising meth- 
made is in exactly the same terri- ods were not conspicuous. Eastern 
tory he had been using before; manufacturers were buying pea- 
the customers in the ° 
new market are the 
customers he already 
had—or who had 
heen consumers of 
peanut butter already 
—but it was a mar- 


Tominent ket, nevertheless, that 
es to the no one else had ever 
A sold, and that, in 
‘culty 4 fact, did not exist un- 
oak “ til brought to life by 
This « ce enggeall 
, new market 
7 ¢ - ° 
pagar TB sich the Walker For Keen-Edged Appetites 
omit 0 1y. 
to meat Siiaweod gg ae spaghetti and peanut butter just fills the right 
ected to bas opened ‘tne ‘tselé place on the dinner menu--so full of nutri- 
ae consists simply in the ne eo re ing to the healthy hunger ofa 
po we of peanut butter *) : wor a as, The Pecan Valley pea- 
ag is forms that South- - butter — spaghetti taste better than 
et western housekeepers it ever tasted before 
he name tad never heard The recipe: 
company. uy Out before. Lib- + im cond malihahin 
+ of the tral use of newspaper ath Sok, oinciie ae doe aoe wside for Svminstes Season 
+ ooh space throughout this read. crumbe and a cup of makin which a tablespoonful flour 
“ompan territory in the ex- s of pea 2 cull treme Gane ei aomate a 
diary of ploitation of the many 
s the most sanitary as well as 


dishes which can be 


f buying peanut butter 


ng con- 
a buy added to the menu 

nooo through peanut but- 

valle tr has opened a 

a wide field for this 

product—and natural- ; 

sa het ly Pecan Valley Pea- Se Bran 

aalins out Butter has se- ; 

portant cured the greater part — 

‘ake ot the benefit of this P wf 

ne and mereased consump- Butter 
ot going * mE fi 

ity tha € preliminary oy paar |: - 





> know investigation of the 
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of this product BUILDING BUSINESS BY LITTLE-KNOWN RECIPES 
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nuts from fields surrounding 
Texas factories, shipping them 
East and putting them through 
their plants, then returning the 
finished product and enjoying a 
large sale in Texas stores. 

In order to develop a campaign 
for Pecan Valley Peanut Butter 
the consumer, herself, was ap- 
pealed to for information. In- 
vestigators made a house-to-house 
canvass and discovered that Mrs. 
Jones knew of peanut butter as a 
food that the children liked and 
consequently she bought small 
quantities to use in sandwiches 
for their school luncheons. Mrs. 
Brown made use of peanut butter 
as a salad dressing ingredient and 
she bought the small package 
whenever she used that particular 
recipe. In another town, some- 
one was found who added peanut 
butter to fudge occasionally—and 
her purchases of this product did 
not add appreciably to her 
grocer’s volume of sales. 

These facts formed the basis of 
the campaign presented to the 
manufacturer, convincing him that 
there were possibilities in his 
product which had never been 
dreamed of before. 

Each week a new role which 
Pecan Valley Peanut Butter can 
be made to play is presented in 
Southwestern newspapers. The 
dish, itself, is the feature and the 
delicious flavor and nutrition im- 
parted by peanut butter form an 
important part of the description ; 
Pecan Valley Peanut Butter is 
more or less incidental. In the 
sixty-inch ads several recipes ap- 
pear, while in the smaller copy a 
single dish is described. 

The development of a sealed 
can as a container for Pecan Val- 
ley Peanut Butter in larger quan- 
tities has introduced a feature in- 
to the copy which has permitted 
a campaign against buying in bulk 
—the way peanut butter is often 
purchased. This is undesirable 
from a hygienic standpoint, of 
course. It is equally undesirable 
from a merchandising point of 
view, for. when the housewife 
does not know whose peanut but- 
ter she is buying, the manufacturer 
fails to obtain the reward, through 
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repeat orders, of super} , 
Merchandising the grind og 
the grocer has resulted jg very 
satisfactory distribution, whi 
there are few Southwestern 
housekeepers who do not now 
realize that in varying their 
menus, they find a big help in pe. 
nut butter. 


Referendum to Determine 
Price-Fixing Attitude 

,_ The National Retail Dry Goods Ass 
ciation, at its spring session in S 
Louis, determined to hold a referendun 
for the purpose of determining the ». 
titude of its members in regar to price 
maintenance. Small retailers are much 
in favor of having some kind of legis 
lation authorizing a certain map 
tenance of prices. The association, t 
gether with several large department. 
store merchants, have always opposed 
the fixing of prices. 

The result of the referendum will m- 
doubtedly determine the association's 
stand on the Kelley bill, now befor 
Congress. The introduction to that bil 
reads: “to protect the public agains 
false pretenses in merchandising under 
trade-mark or special brand, of articles 
of standard quality.” This clause gave 
additional weight to the subject of price 
control and led to the association decid 
ing on a referendum. 


Rhodes & Company Appoint 
Critchfield 


The James H. Rhodes & Company, 
Chicago, sponge dealers, have Socal 
their advertising account with Critch 
field & Co., of that city. . Walter J. 
Stevens, advertising manager of the 
company, has recently returned from 
service with the 33ist Field Artillery 


Appointment by Cook Publish- 
ing Co. 

Edward P. Boyce has been appointed 
eastern advertising representative of 
“Cook’s Weekly Trio” and the New Cen 
tury Teachers’ Monthly, published by 
the David C. Cook Publishing Company, 
Elgin, Il. 


O’Mara & Ormsbee Represent: 
. y 
ing Los Angeles “Express 
O’Mara & Ormsbee, publishers’ rep 

resentatives, have been appointed to rep 

resent the Los Angeles Express m Chi 
cago and New York. 


C. P. Davis Enters Agency 

C. P. Davis, formerly. advertising 
manager of the Western Cartridge ~a 
pany, Alton, IIl., has joined t fm 
staff of Williams & Cunnyngham 
tising Agency, Chicago. 
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Philadelphia 


Isthe Third Largest Market in the United States for 


Motor Trucks 


More than sixteen thousand manufacturing places 
are busily at work in Philadelphia. 


Many big shipyards, foundries, carpet, cloth and 
hosiery mills, lumber and building material plants, 
1s well as light manufacturing establishments of all 
kinds are splendid prospects for trucks sales. 


“Nearly everybody,” including “the boss,” the 
trafic man, the shipping clerk and the chauffeur 
could be reached with the facts about your truck 
ifyou advertised in The Bulletin. 


Advertising Agents having accounts of this kind 
invariably choose The Bulletin for reaching the 
people of Philadelphia. 


Dominate Philadelphia 


Create maximum impression at one cost by con- 
atrating in the newspaper “nearly everybody” 
reads— 


[he Bulletin 


lpaideverage A es ae? Oe 


Mo prize, premium, coupon or other artificial circulation stimulation methods have 
or been used by “The Bulletin,” 
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Do Inferior Printing 
Papers Cost Morer 


HE excited pressman rubbed the ink 


and oil off the under side of his forearm 
onto the knee of his overalls and 
shouted to the feeder to start running again. 


This was the fourth time in an hour he 
had stopped to adjust the guides and grippers. 
For each lift of stock carried to the feed- 
board varied just a little—just enough to 
throw out of register the two-color job that 
was on the press. 


When the day’s work was over, the counter 
on the press totalled 5,640 impressions—just 
705 an hour, or about 300 per hour less than 
should have been run off. 


The man who ordered the work specified 
paper which cost a cent per pound less than 
the Warren’s Standard Paper for the same 
class of work. He bought 40 reams of 80 
pound basis and saved $32.00. But he paid 
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STANDARD 


te al 


for 8% hours of extra presswork and lost 
$34.00 and the good appearance of the 
finished work. 

If he had bought a standard printing paper 
of known printing quality and dependable 
press performance, he would have reduced 
his printing costs, and got his work done 
sooner and better. 


To show how “standard” means something 
more than physical likeness, S$. D. Warren 
Company have compiled a book which illus- 
trates another phase of standardization—the 
selection of the right paper for a definite kind 
of printing. This book is called Warren’s 
Paper Buyer’s Guide. Those who observe 
the lessons it teaches need seldom err in 
purchasing printed matter. Those who 
know the most about printing welcome the 
suggestions it holds. 

This is a very expensive book and the edi- 
tion is limited; so a free copy can be sent only 
to buyers of printing; printers, engravers and 
their salesmen who write for it on their letter- 


head. 


S. D. WARREN COMPANY 
BOSTON, MASS. 
Berrer Paper . . . . BETTER PRINTING 
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May Advertising in Chicag 


The dominance of The Daily News in the six-day fel 
strikingly revealed in the following statement of adver 
tising for the month of May, 1919. 


Automobiles - - - - - + THEDAILYNEWs F] | 
The Daily News, 49,315 lines. } 
Next highest score, 46,983 lines. 6 days agine ; 


Clothing - - - - - - THE DAILY NEWS 


The Daily News, 192,992 lines. 
Next highest score, 184,442 lines. 


Department Stores - - THE DAILY NEWS 
The Daily News, 327,578 lines. 
Next highest score, 239,226 lines. 


Educational - - - - + - THEDAILY NEWS FIRST 


The Daily News, 3,804 lines. 
Next highest score, 3,761 lines. 6 days against ; 


Furniture eeese THE DAILY NEWS FIRST 


The Daily News, 38,750 lines. 
Next highest score, 25,607 lines. 


Groceries and Foodstuffs THE DAILY NEWS 


The Daily News, 46,443 lines. 
Next highest score, 40,074 lines. 


Hotels and Restaurants - THE DAILY NEWS 
The Daily News, 9,473 lines. 
Next highest score, 7,848 lines. 


Jewelry - - - = = = = + THEDAILYNEWS 
The Daily News, 10,212 lines. 
Next highest score, 7,493 lines. 


. 
Musical Instruments - - - THE DAILY NEWS 
The Daily News, 23,467 lines. 
Next highest score, 21,414 lines. 


In Nearly Every Important Classification 


THE DAILY NEWS 


FIRST in Chicago 


(Figures furnished by Advertising Record Co., an independent audit service wb 
scribed to by all Chicago newspapers) 
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Does the “Man Higher Up” Under- 
stand Advertising P 


Instances of Where His Suggestions Have Saved the Day 


By W. Livingston Larned 


Tis a handsomely furnished 
Dd equipped conference room 
in a building at the plant given 
oer to executive offices. There 
are seven persons present and five 
of them are advertising men, hot 
on the trail of a new account. 

Side by side, at one end of the 
table, at bay, as it were, the presi- 
dent and the sales manager are 


seated. , 
The chairs are littered with 
drawings, some finished, some in 
rough sketch form. There is an 
agressive showing of charts, 
ted recommendations, and mef- 
dundising memoranda. 
The odds are against the mere 
manufacturer. 
He is outnumbered and seems 
t realize it as the minutes tick 
of. One at a time, and oc- 
asionally in groups, the advertis- 
ing men tell their story. Strange 
tems are used. The words “na- 
tonal medium,” “percentage of 
replies” and “consumer response” 
inift out on the tobacco-laden air. 
And all the while the president 
twiddles his thumbs and the sales 
manager smokes. They say very 
litl—they are listening. Once, 
te shadow of a dry smile flits 
unoss the stolid face of the sales 
manager. It is a “poker” face. 
Machinery, away down in the 
sel heart of that great estab- 
ishment, hums a sort of melodic 
fale, The agency men rest their 
as, They've told why they 
should have the account and how 
tshould be handled. It has been 
i protracted seance and they are 
winded, 
‘Have you quite finished?” 
«ks the president. 

¢s, they need say no more. 

en, gentlemen,” 
manufacturer, “we have heard you 
wth the greatest possible interest. 
We incline to coincide with your 


Hats and suggestions, but there - 


is one clause that must be struck 
out. You'll have to change it ab- 
solutely. I refer to the para- 
graph where you stipulate that 
myself and officers of the com- 
pany must not interfere in the 
policies decided upon by the ad- 
vertising manager and the several 
agency specialists working on this 
campaign. I don’t think we under- 
stand that paragraph; suppose you 
elaborate.” i 


IF ALL ADVERTISING MEN WOULD 
BE SO FRANK! 


The agency man fidgets, but 
comes right back. 

“Mr. X,” says he, “I think you 
will respect us for the above-men- 
tioned clause when you know 
more about it and its significance. 
Broadly speaking, it is a protective 
measure. We are advertising men 
by profession and instinct. We 
spend our entire lives studying 
the subject. Finally we come to 
you and solicit your business. We 
have a plan to offer that has been 
arrived at after the most exacting 
study of merchandising condi- 
tions. You have enough confi- 
dence in us, in our accomplish- 
ments and in our plan to award 
us the contract. But it later de- 
velops that you actually dictate the 
advertising policy. We become 
mere dummies in the general 
scheme. We submit proofs of 
advertisements and you decide 
whether or not they shall be run. 
You slash copy and change illus- 
trations—in fact, you assume a 
sort of imperial dictatorship that 
soon reduces us to pulp. We 
lose form and pride and belief 
in self. You are actually responsi- 
ble for the advertising, while we, 
unfortunately, are held account- 
able for the results. It is an im- 
possible situation.” 

The president sputters, in his 
astonishment, 
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The sales manager has never 
ceased to glower. The former 
breaks in: 

“You exaggerate; 
gerate?” 

“No, sir, we do not!” says the 
advertising man, with firm and 
unshaken insistence. “T have 
touched upon one of the besetting 
sins of the business. In no other 
line of endeavor is the expert— 
the specialist — the professional 
man—told how to administer his 
own medicine and to mix his own 
prescriptions. I do not exag- 
gerate. The advertiser, as a rule, 
is prone to interfere. It is part 
habit and part interest—part hu- 
man and part inhuman. The ad- 
vertiser takes advantage of his 
position. He is big enough on the 
chess-board to move where he 
likes and jump whom he likes. 
I’m speaking with the utmost 
frankness—as I am sure you wish 
me to do!” 

The president nods. 

“We have been through this so 
many times,” continued the ad- 


you exag- 


vertising man, “that we are some- 


what touchy on the subject. No 
agency can either do an account 
justice or make profit for itself 
through handling the business if 
its production is constantly picked 
to pieces. You must believe in us 
and in what we prepare, to the 
extent of practicing a policy of 
“hands off!” Bluntly, I mean ex- 
actly this—an advertising agency 
loses its potency and its self- 
respect when you, the manufac- 
turer of the product, insist upon 
constantly dictating the policy— 
interfering with well-set plans— 
changing, constantly revising and 
correcting—being arbitrary in the 
matter of what we think you 
should use. In short, we do not 
wish to be held responsible for 
the results of advertising, if it is 
edited by someone else.” 

Here, then, gentle reader, we 
have a live issue. Why turn our 
backs upon it? Why refrain from 
discussions of it? How much bet- 
ter to chat it over, pro and con. 

As for the case mentioned in 
detail above, the agency did not 
get the account. Both sides were 
unyielding. The agency had tried 
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it both ways and found its 
ruling expedient. The Pads 
turer had also tried it both wae 
over a period of eighteen busines 
years and had reached the y 
definite conclusion that collhon 
tion is absolutely necessary 
It all depends, 


ADVERTISING FAST BECOMING 4 Parr 
OF BUSINESS 


This much can be set down g 
sure and certain: The client g 
to-day is learning the rudimey 
of advertising. He is studying i 
in all its branches. Some exey 
tives are almost fanatics on ty 
subject. They conduct filing gy 
tems of past and present adverts 
ing, and keep posted on the ve 
latest developments, 

In a Western factory there i 
a blackboard that runs the entiy 
length of a wide hall, Al 
vertising of competitors is clipe 
month by month, and put on 
play here. This includes busing 
paper space, programmes, 
organs—everything. And the sk 
manager, who is responsible i 
the scheme, has this to say: 

“We intend to know what 
other fellow is doing. Slamma 
through the magazines will» 
accomplish it. But when them 
terial is posted here in this oy 
accessible manner, we can lug 
recourse to it at any timea 
comparisons are more easily ma 

“We do not hesitate to talk ti 
exhibit over with our advertis 
agent. If we think we are 
in some respect, we point out wid 
our competitors have done andat 
doing along similar lines. Ti 
blackboard acts as a ‘spleni 
stimulant to the gentlemen 
attend to our account 
realize that we know 
doing.” : 

There is no manner of ju 
in the bald assumption ; 
cause a man has devoted his i 
to salting mackerel, or manula; 
turing plows, or building 
equipment, he is otherwise a! 
man vacuum, mentally. Theres 
many rock-bottom principles ot 
advertising that anyone can <a 
who takes the trouble 
them. 
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Advertising, first, last and 
= js merchandising. When 
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d the ven fil .dvertising manager. In many in- 
at collabor. ditutions the two are synonymous. 
CeSsary, It is even coming to be the cor- 
rect thing to have a “merchan- 
MING A pup dising manager” rather than an 
S advertising manager. 
The Man Higher Up does know 
Set down al merchandising. He does know 
Ne client GM astribution. He was raised in 
e Tudimewi » atmosphere of cost price and 
Studying HH overhead. Is it not a bit incon- 
OMe ext ws to assume that, having 
CICS On IE juilded an enormous and success- 
t filing 94HNB ‘3! business enterprise, he is 
nt advert mentally unfit even to criticize the 
on the VaR advertising that goes out over 
his signature ? 

ry ther We recall with amusement the 
+ the ent episode of the small-town manu- 
L All a faturer who was asked to in- 
S is cline gect certain sketches in black and 
put on Gs shite and color, for poster use in 
°s busines acoming campaign. 
nes, hos A pompous committee waited on 
id the sa him and there. was the usual salad- 
onsible i dressing of unctuous ceremony. 
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Mr. X naturally knew nothing of 
art; such problems were entirely 
foreign to him and his manufac- 
turing nature. A lengthy dis- 
course was engaged in and tech- 
nical talk bubbled profusely. 
Someone mentioned “atmosphere” 
and “middle-ground perspective” 
and “reproductive quality,” and, 
all the while, Mr. X sat back, tak- 
ing it in and never saying a word. 

When it did come his time to 
break into the conference, he pro- 
ceeded to deliver an expert lec- 
ture on art that made the other 
attempt seem pale and anemic. 
Mr. X, it developed, had himself 
studied art; he had _ visited 
every gallery of any consequence 
abroad; he had written brochures 
on art for high-brow magazines 
and he had in his home canvases 
that were worth thousands of dol- 
lars. Just to make it full meas- 
ure, he understood reproduction, 
mediums, pigments and the com- 
mercial aspects of advertising art. 

And with this lead, he proceeded 
to dissect the illustrations sub- 
mitted to him with the finest 
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sense of justice and discretion. 
He did not allow it to be inferred 
that because he had gone through 
European galleries, he was com- 
petent to be the Czar-like arbiter 
of his own advertising; but he 
did establish, uncontrovertibly, the 
fact that he was fitted to criticize. 

We are all familiar with the 
pugnacious Man Higher Up who 
proves a general nuisance and 
who insists upon turning himself 
into a super-refining plant for 
everything from a business-paper 
page to the designs of the dealer 
series, but he is in no sense a 
majority. There seems to be an 
optimistic impression prevelant 
that this man is disappearing from 
our midst—the man who blocks 
the path and who strikes icicles 
of fear to the spine of the so- 
licitor. 

He respects advertising and ad- 
vertising men more than he did 
in the olden days. He has reached 
the point where he is almost will- 
ing to concede that advertising is 
a profession. And that helps. 


SUCCESSFUL MEN NOT IGNORANT OF 
ADVERTISING PROCEDURE 


Visit any large club where men 
of wealth and, industrial impor- 
tance congregate, and you will 
find business executives deep in 
the discussion of current adver- 
tising. They study it, analyze 
it, microscopically examine its 
strength and its weakness. They 
open the magazines and compare 
accounts. They know that the 
time has come when they should 
co-operate in this important field. 
There was a day when the adver- 
tising manager had his office in 
the basement: now his port of 
entry is more than apt to be some- 
where near the sales manager’s 
own headquarters. 

Cases there aré, of advertising 
men who report at the factory 
every so often with proofs of 
campaigns, and shudder at the 
very thought of the conference 
that must inevitably take place. 
They go through with it as they 
would take a dose of calomel. 
. is the original tempering by 
re. 

For after an expert organiza- 
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tion has mapped out m 

tising plans—built jan” eet 
by step, and piece by piece, fron 
shrewd professional knowledge of 
conditions—as like as not some 
autocrat, with power on his side 
hacks away at the endeavor o, 
general principles because it does 
not happen to fit in with his br 
vate and personal views, 

Some advertising men yield, 
after a long running fight. They 
say: “What's the use? The lin 
of least resistance is to let then 
have their own way. We have 
given them what we think the 
should use. Rather than lose th 
account, we will simply obey in. 
structions.” 

Which is a deadly and dap. 
gerous policy, when all is said 
and done. 

That account, sooner or later 
does change hands.” It was built 
on a foundation of sand. 

And somewhere, somehow, there 
happens along a man big enough 
to make the other fellow toe the 
mark—and listen to reason, 


Allen-Nugent Company Add 
to Staff 


Colonel R. M. Scranton, Barnwel 
Elliott, and Collin Wells have joined 
the Allen-Nugent Company, New York, 
as. advertising representatives of the 
Garment Manufacturers’ Index. 

Colonel Scranton at one time ws 
owner of the Scranton Republicon, Mr 
Elliott was recently discharged a liv 
tenant from the Air Service, formerly 
being with Harper's Bazar. Mr. Wels 
was also previously with Harpers 
Bazar. 


C. V. McGuire Leaves Van 
Patten 


Clarence V. McGuire, formerly vice 
president of Van Patten, Inc, New 
York, has been appointed sales manager 
and advertising director of the Carlisle 
Cord Tire Company, Inc. Andover 
Mass. Mr. McGuire will have oficss 
temporarily in New York and Andover 
On the completion of this company’ 
Stamford, Conn., plant he will be located 
there 


G. W. Hipple in Agency Wort 


George W. Hipple has joined the Me 


Junkin Advertising Com yin the s9¢ 
cial position of gene 

counsel. For ten ar = Mr. Hi Aes 
sales organizer of the Na 


Register Company. 








PRINTERS’ INK 





Use Color 


The advertiser who secures 
color representation in 
THE PEOPLE’S HOME 
JOURNAL combines in his 
announcement the attraction 
of beauty, the certainty of 
a responsive audience and 
the sales-producing potency 
of an All-the-Family appeal. 


yerly vice 
inc, New 


The People’s Home Journal 
NEW YORK 


For 34 Years the Magazine for Every Member of the Family 
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Good pictures are not enough, 


The best of artists, left alone, 


usually succeed only in making 


art talk art. The Frey method 


makes it talk dusiness—not oc- 
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When Dignity Copy ‘Outsells the 
Billy Sunday 


4 Dictionary Is a Handy Thing to Have Around. But It Won’t Supply 
j the Selling Idea. 


By S. C. Lambert 


HE other day the writer hap- 

pened to be talking with the 
advertising manager of a large 
and well-known New York retail 
establishment, the chief outward 
characteristic of whose advertising 
is dignity. 

Some of this firm’s advertise- 
ments read almost like essays, and 
undoubtedly many a thoughtless 
advertising man has condemned 
them as “rotten” copy. 

Notwithstanding which fact, 
they have been very successful in- 
deed, in steadily building up the 
dientele of that store, and, to- 
gether with its merchandising 
methods, in increasing its business 
year after year. 

“Don't fool yourself for a min- 
ute,” said this advertising man- 
ager, who unfortunately would 
not consent to have his name or 
the name of his store used in 
this little article, “when this 
house speaks through its news- 
paper advertisements its messages 
are read. I don’t merely think 
they are read, I know it. In a 
retail business you must know 
what your advertising is doing, or 
ele hang out the ‘store-to-let’ 
sign. 

“How did you arrive at this 
dignified style of copy?” asked the 
writer, 

“We didn’t arrive at it at all; we 
started with dignity years ago and 
weve never dropped it, because 
it is effective. It would not pay 
every house, of course, but it 
does pay us because it expresses 
the establishment and draws the 
kind of people we want to do 
business with. Oh, I know plenty 
of advertising men—and other 
merchants, too—feel sorry for us 
and assure themselves complacent- 
ly that if we’d only drop a little 
of our dignity and talk United 
States—you know what I mean: 
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pep, punch, selling force, human 
interest, and all that sort of stuff 
—we'd really begin to do busi- 
ness.” 

The writer of this article con- 
fesses to having been guilty of 
some such thoughts himself. 

“Well,” continued the advertis- 
ing manager, “I had some of the 
same ideas when I came with the 
firm several years ago, and I! 
learned my lesson. The kind of 
copy I wanted to write hooked up 
with the house’s policies just 
about as well as Billy Sunday 
would hitch up with a Quaker 
church. So, naturally, I wanted 
to change the house’s policies! It 
wasn’t until the boss had given 
me one good fling at my kind 
of advertising and then taken me 
into his private office one after- 
noon and showed me some figures 
that I woke up. I found that 
what I had termed ‘old-fogey poli- 
cies’ were_earning profits—honest 
profits—that I had never supposed 
existed in the retail business, and 
which don’t in most retail busi- 
nesses I have come to know’ about 
since, 

PUBLIC'S CONFIDENCE MUST 
NOT TO BE ABUSED 


THE 


the old 
put his 
hand on my shoulder as we 
stepped out of his office: ‘Young 
man,’ he said, ‘always remember 
this: The public believe every 
word of our advertising. About 
two-thirds of your job is to keep 
them believing it, and one of the 
surest ways, aside from the ob- 
vious one of continuing to tell 
the truth, is to stick to the simple, 
dignified style of copy we have 
used so successfully all of these 
years.’ I’ve stuck and it has paid.” 
“Do you write all of the copy 
yourself?” asked the writer. 


a | 


shall never forget 
man’s last remark as he 
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“Yes; practically all of it. And 
that brings up an _ interesting 
point: I’ve tried a dozen copy- 
writers—men and women—on our 
copy and only one was able to 
make good. It looks rather easy 
to write the kind of copy we use. 
It seems just a matter of saying 
things in a dignified, almost stilted, 
way. Yet nearly everybody who 
has ever tackled the copy has 
failed. And this is why: they 
have supposed that it was merely 
a matter of building some impres- 
sive sentences made up of large, 
high-sounding words. Almost all 
of them could do that; and al- 
most invariably they were sur- 
prised when their copy was turned 
down. Didn’t it read all right? 
Yes; it read all right. But there 
were no selling ideas in_ it. 
Writers don’t seem to realize that 
there must be just as definite sell- 
ing ideas in dignified copy as in 
the humanest of human-interest 
copy. Crabb’s ‘Synonyms’ and 
Roget’s ‘Thesaurus’ and seventeen 
dictionaries won't make good dig- 


nified copy unless the writer first 
goes out on the floor and down 
in the stockrooms and gets facts 


and figures and ideas.’ 

“That’s good,” said the writer, 
making a note of the point. 

“It’s not only good—it’s gospel,” 
replied the advertising manager. 
“And it is not merely retail gospel, 
either. It applies. just as much 
to national advertising. Some of 
the magazine copy that masque- 
rades under the garb of ‘dignity’ 
amuses me very much, and at the 
same time makes me feel sorry 
for the advertiser. I don’t care 
whether it is for national or re- 
tail advertising, dignified copy 
without selling ideas is about as 
effective as a price-list without 
prices!” 


Rieder Heads Ames, Holden, 
McCready, Limited 


T. H. Rieder, formerly president of 
the Canadian Consolidated Rubber Com- 
pany, has been elected president and 
general manager of Ames, Holden, Mc 
Cready, Limited, shoe manufacturers, of 
Montreal. D. Lorne McGibbon, for- 
merly president of the company, has 
been elected chairman of the board of 
directors. 


Even First Class Mi 
Neglected by P, 0, D. : 


M. F. SHareg & Co 

OMAHA, Negs., June 3 1919 
ae y of Printers’ Inx: , . 

ad scarcely finis' ‘ 

office Retrenchment Mec aceaing “Pox 
Catalogues,” in PRINTERS’ Inx of 

29, when one of my salesmen May 
my office and said: “Yoy wal a 
mailing-piece we got out for the suppl 
company two weeks ago in cad 
aay A W — that is still lying in Ps 
post office, where i P 
was completed.” “oo day it 

_ And that wasn’t the on’ i 
similar character that tad poe rp 
ae recently, and by no means doc, 
it tell the story of the man 
that I have beard of ee 

The article above referre 
lead to the belief that the ‘iteant 
confined to catalogues, circulars, ete 
but such is not the case. First-class 
mail is also delayed far beyond what it 
should be and the service is only a 
small part of what it was before the 
heads of the departments set about to 
make a record for economy. The con- 
clusion which you seem to try to draw 
in your editorial—that methods must ke 
changed—is not warranted by the facts 
and conditions. No matter what changes 
in methods may be used, they will avail 
very little so long as the present state 
of inefficiency of the postal department 
continues. 

The advertiser and the advertising 
man are not to blame and, therefore, 
should not be urged to the strain oi 
changing their methods, when no 
method could possibly work well with 
out the co-operation of the Government. 
Let business—big and little—get up on 
its hind legs and howl, and let that 
howl be so loud and long that it can 
be heard above the din of politics. 

H. E. Gareves, 
Sales 


New York “Globe” Opens 
Chicago Office 


John W. Hunter, of the New York 
Globe staff, has been transferred to Chi 
cago, where he will open a new 
for the Globe, of which he will be man- 
ager. Mr. Hunter was formerly a news 
paper representative in Chicago. 

Richard S. Wood, manager of the 
Globe’s Food Depertnents 5 been ap 
yointed Eastern advertising manager. 
Fie will continue in charge of the Food 
Department. 


N. I. Taylor with L. A. Young 
Industries 

Norman I. Taylor has been 
pointed advertising manager of .* 
Young Industries, Inc., at Shelbyville, 
Ind. Mr. Taylor was_at. one time ad 
vertising manager of Frederick a 
& Co., and the Nyal Co. bo of 
troit. Previous to joining the Young In- 
dustries, he was with the 
Press in Detroit. 
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News 
Facts vs. 
Hearsay 
Reports 


VRUmINous matter has 
been printed on Bolshevism— 
much of it hearsay and inaccurate. 
Reports and denials have followed 
in quick succession. 


Leslie’s Weekly, as usual, has dealt 
authoritatively with news of world 
importance. Instead of depending 
upon vague reports, Leslie’s has 
had its special correspondents and 
photographers right on the scene 
of the Bolshevist activities in Rus- 
sia and Hungary. 


Vivid pictures and descriptions of 
the chaotic developments in East- 
em Europe under the Bolshevist 
regime have been presented week 
after week exclusively in Leslie’s. 


Members of the half-million Leslie 

families have been taken close up 

tothe stirring scenes in Russia and _ 

Hungary through the graphic pic- “The World Question 

tures and narratives sent by the A recent Leslie cover 

special writers and photographers 

for Leslie’s who have been eye-witnesses of the historical scenes 
enacted. Leslie’s Russian articles have attracted wide attention. 


Thus Leslie's again proves its broad and distinctive value as a 
weekly illustrated newspaper treating big international events. 


Bolshevism is only one of the many world questions so inter- 
tstingly and informatively discussed in Leslie’s every issue. Leslie’s 
S$ tecording history week by week. It is a valuable mine of in- 
formation on present-day happenings. 


Leslie’s faithfully, accurately and entertainingly interprets the news 
and thought of America and the world to Americans. 


Leslie's 


L. D. FERNALD, ADVERTISING DIRECTOR 
New York—Boston—Chicago—Seattle 





SOLVING YOUR] 


Is your knowledge of marketing conditionsas 


The problems confronting you are three i 
creating demand. 


Correct analysis solves the first problem. 
advertising and co-operative sales effort. 


We are in a position to help you analyze y 
bring your commodity to the attention of the 
in other media—how to create and sustain mt 


Write us today. We will arrange to haveam 
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your business adequate ? 
imding the market—securing distribution— 


ue dependent upon proper and aggressive 


-find your market—show you how best to 
how to bridge the gaps between insertions 


tall and confer with you. 
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Dealer 
Influence 


A partial analysis of MoToR’s subscription list, 
sufficiently advanced however, to indicate like re- 
sults when the investigation is finally completed, 
shows that 30% of MoToR’s regular readers are 
members of the trade—dealers, manufacturers or 


jobhe rs. 


This must be the reason MoToR is placed at the 
top of the list in so many motor car, truck and ae- 
cessory advertising campaigns. 


Because MoToR’s appeal to the trade is a subtle 
one the magazine is read and relied upon by the 
more intelligent and better type of dealer. 


MoToR’s advertising columns are profitable because 
they direct publicity in two distinct directions. 


There is the direct consumer interest which results 
in the creation of desire and sales, p/us the indirect 
appeal to the live dealer which brings about the wide 
distribution needed to efficiently satisfy demand. 


Now MoToR commences the greatest drive for 
dealer readers ever undertaken in the history of the 


magazine, 


Watch MoToR grow! 


rHE NATIONAL MAGAZINE OF MOTORING 
119 West 40th St. Chicago, Ills 


408 Kresge BI New York, N. Y. 326 W. Madison 


MoToR sells more copies per issue the news 
stands than all other automobile publications ©0 
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Advertising That Creates a Person. 
ality for Your Product 


Some Current Campaigns That Illustrate an Increasing Tendency 


By R. Y. Holmes 


§ there a new note of person- 

ality coming into national ad- 
yertising, or is it, perhaps, just 
the old element of “human inter- 
est” around which so many copy 
battles have been fought with, iet 
us, say, 2 modern news twist to it? 

It makes little difference what 
we call it, however. The point is 
that it is with us, and growing. 
We see it in copy which is both 
striking and convincing. We see 
it in attempts which are striking, 
but not always convincing. 

It is a logical, common-sense de- 
velopment, following another 
which has taken place in large- 
scale merchandising since the 
large-scale merchants awoke to the 
fact that the small merchant had 
something they did not, namely, 
the attention of the customer as 
a person, not as a mere organiza- 
tion, system or thing. Ever since 
they made that discovery the big 
merchants have been assiduously 
cultivating that elusive but none 
the less real connection between 
buyer and seller known as the 
“personal touch.” When we go 
into their stores to-day they in- 
troduce us to “Mr. Jenkins,” who 
is to wait upon us and who, 
through his introduction to us by 
name, thus gains something of a 
personality with us. They do it 
n the United Cigar Stores and 
other organizations by posting 
the name of the clerk on duty in 
a little rack, so that he becomes 
‘Mr. C. Q. Davenport” to us in- 
stead of a mere impersonal cog in 
abig machine of business. We see 
itin banks, which place on the 
ificers’ desks neat little brass 
signs bearing their names, so that 
ve will feel we're talking to a 
nan intead of an animated adding 
machine or credit file. 

Now it has appeared in adver- 
ising, this injection of human in- 
test or personal note. 


It’s not 
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a human interest applied to the 
customer. It is something distinct 
from the forming in the prospect's 
mind of a picture of his own 
pleasure or benefit in the use of 
the goods. It is a stirring of the 
prospect’s interest in the article 
to be sold or in the advertiser 
himself (or itself, for more often 
it is a corporation) as a per- 
sonality. 

A recent advertisement of the 
Cadillac car in big newspaper 
space illustrates the point. 

This advertisement does not 
contain a word about the pleasure 
you can have out of a Cadillac, 
not a word of the pride of own- 
ership you will have in it, not a 
word of what you will find its 
performance to be. In fact you 
are not even invited to buy a 
Cadillac, nor are any of the merits 
of Cadillacs sung. 


“CADDIE” HAS A PERSONALITY 


But there is a story told about 
“Caddie” and how when serving 
with the Fifth Regiment of Ma- 
rines he was struck by thirty- 
seven pieces of shrapnel, how he 
was decorated with his service 
stripes, his wound stripe and 
even the Croix de Guerre; how 
he served through from June 28, 
1917, to the Armistice, seeing serv- 
ice at Chateau Thierry and other 
battlegrounds made famous by the 
Marines. 

“Caddie,” of course, is a Cadil- 
lac automobile, officially known as 
U. S. 1126, the first automobile to 
be landed with the A. E. F. in 
France. To the Marines, however, 
it is affectionately known as 
“Caddie,” and the “Devil Dogs” 
obtained official permission to dec- 
orate him with the insignia of the 
Second Division, wound stripes, 
service stripes and the Croix de 
Guerre, just as though he were a 
regular, flesh-and-blood “feller,” 
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That was the light in which they 
looked upon him. 

The Marines gave “Caddie” his 
personality, but the Cadillac peo- 
ple were quick to seize the oppor- 
tunity to present this personality 
to the public for a twofold pur- 
pose. Primarily and avowedly, 
“Caddie” was assigned to duty at 
the Philadelphia agency, with a 
Marine in attendance, for Marine 
Corps recruiting work. Second- 
arily he bears mute testimony to 
his “family virtues.” 

Every automobile owner comes 
to look upon his car as having a 
personality. Automobiles, in fact, 
have their little “personal” idio- 
syncrasies, characteristics, tend- 
encies, tricks, either pleasant or 
annoying and peculiar to them- 
selves. And no matter how well 
a prospect may be sold by adver- 
tising and solicitation on a make 
of car, he generally does his level 
best to find someone who has 
owned one and ask him a lot of 
intimate, personal questions about 
that particular car he owned. 


THE AUTO OWNER LIKES IT THAT 
WAY 


The story told in this. adver- 
tisement about “Caddie” is just 
the sort of personal record the 
prospect likes to get. It isn’t a 
mere statement that the car trav- 
eled so many thousand miles with 
such-and-such repairs — though 
that sort of information is con- 
tained in it. It is a straightaway 
narrative of news interest, played 
up in much the same manner as a 
regular news story, with a picture 
of “Caddie” in action at the top. 
and close-ups of his decorations 
on cowl, doors and panels. The 
conviction of the advertisement 
lies in no claim made by the man- 
ufacturer. It lies in the sincerity 
with which the Marines’ regard 
for “Caddie” is told, in the pecu- 
liar language of these sea-soldiers 
who insist on applying sailor 
phrases to soldier things. 

Another advertisement into 
which this new twist of the per- 
sonal has been injected is one of 
the Crew Levick Company. It is 
a full-page “feature story,” with 
just enough of the advertising 


make-up to prevent its posi 
something it is not, about the ; 
counter between the oil ship a 
pica and a German submarine, 
is written in fiction form except 
that it is fact, from the ‘ene 
in early October . . when Bot 
Forbes, vice-president and general 
manager of one of the great gij 
companies . . . sat in his private 
office on the twenty-second floor 
of one of Philadelphia's shy. 
scrapers,” smoking his cigarette 
and going through all the per- 
sonal motions we like to ead 
about in vice-presidents, brigadier. 
generals, ambassadors and mult- 
billionaires, to where he announces 
the purchase of the old tub Cupica 
in a desperate attempt to get air- 
plane fuel to the other side, to the 
fitting out of the ship and the plac- 
ing of Capain Wilson in command, 
Then the story follows the for- 
tunes of the ship and its crew, pre- 
senting little details of fact ina 
personal, fictional sort of way, to 
the time when the captain, know- 
ing his ship is doomed anyhow, 
proceeds to “kid” the German sub- 
marine commander in the good 
old-fashioned American way, re- 
plying to the demand for the name 
of his ship by: 

“We're the Skip-and-Get-There, 
from Hell-Roaring Swamp, and if 
we could get more than six measly 
knots out of this mongrel, wed 
show you some navigating that'd 
make your wheelhand think he'd 
joined a circus!” 


WHY THE CAPTAIN “KIDDED” THE 
HUN 


It is then narrated how the sub- 
marine sank the ship, and how 
the crew, which had gained time 
through the captain’s persiflage 
with the Hun to lower away the 
boats on the other side of the ship, 
pulled away from the wreck and 
finally landed on the British coast 
Finally, Captain Wilson's death 
while in command of another ship 
is mentioned. : 

The story is a half-page solid 
of nonpareil, with a charcoal 
drawing of the encounter between 
the Cupica and the submarine, and 
a half-tone of the Cupica on 
other half of the page. 
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the words “Crew Levick” appear 
just twice—once in the last para- 
and once in the company's 


sgnature and “card” at the end of 


the story. Throughout it is a 
sory of intimate personality—or 
rather several personalities—in the 
service of the Crew Levick Com- 


a may feel that better stories 
have been written than this one, 
hut that’s not the point. Regard- 
less of whether or not a more ex- 
perienced author might have 
given it more strength, the fact 
remains that here is a big adver- 
tiser which has paid for a full 
newspaper page to present, not ar- 
uments as to the perfection of 
its oils and greases, but just per- 
sonalities about certain of its ex- 
ecutives and employees—in short, 
about itself. 

This advertisement and that of 
the Cadillac both centre around 
war activity. But that is because 
it is the war and the deeds of 
Americans in it and in connection 
with it that have the greatest dra- 
matic, that is to say, news interest 
for us all to-day. Next year it 
will be something else. 


HOW TO SELL PERSONALITIES 


Since big business realizes the 
value of selling personality, real- 
ines it to the point of buying lots 
of space to do it in—don’t we read 
how one Douglas began making 
shoes as a child ?—it is permissible 
to speculate on the best methods 
of selling personality. 

Now, one of the functions of ad- 
vetising is to interest, to attract 
attention and hold interest, ex- 
planing something and convinc- 
ing somebody of something. The 
interest of widest appeal to the 
widely known human race is hu- 
nan interest, human sympathy. 
That's why we have fiction pages 
and news pages in our mediums of 
advertising, isn’t it? 

Now, leaving poetry out of con- 
sideration, suppose we divide liter- 
dure into three broad classes ac- 
wrding to the style in which it is 
mitten, and then we will ask a 
question, 

The classes are: fiction, news- 
mper and advertising (meaning 


by the last the normal, not the un- 
usual type of copy). 

The question is: when we want 
to satisfy that universal craving of 
human interest, which type do we 
turn to? 

Certainly we don’t turn to the 
advertising pages. We do often 
turn to the news articles or fea- 
ture stories; but we do this large- 
ly to keep abreast of the times; we 
do it in a conscious effort to in- 
form ourselves. But when we 
just want human interest recrea- 
tion, don’t we turn to the fiction 
type of literature? 

We don’t do it necessarily be- 
cause we are tired of business, for 
often the most interesting fiction- 
style presentation deals with busi- 
ness—from the human angle. Re- 
member how we were sold on the 
personalities of the three genera- 
tions of shipbuilders in the play 
“Milestones”? We like it because 
it reveals to us intimate personali- 
ties, human emotions with which 
we can sympathize, and in which 
we can lose ourselves for the time 
being. 


AUTHORS ALWAYS SALESMEN 


~ 


If the author proceeds to sell us 
something while we are so lost in 
his story—what of it? If he does 
it naturally and convincingly, with- 
out forcing our decision, we don’t 
object. As a matter of fact every 
author does try to sell us some- 
thing, if only a broad moral. Per- 
chance it may be something defi- 
nite, like the need for poorhouse 
reform, as in the case of Dickens. 
Or it may be a philosophy of duty 
through thick and thin, duty as its 
own reward, as in the case of 
Kipling. In certain cases it may 
be a warped philosophy. In still 
others it may be the power of ob- 
servation and reason, as in the 
Sherlock Holmes stories. But in 
every case he presents his “sales” 
story, in logical form of attracting 
attention, and holding interest 
through the development of his 
argument to a deciding climax. 
Otherwise we toss the story aside, 
and say “it has no point to it.” 

To be sincere and convincing 
the author must know two things; 
how to write good fiction-style, 
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and the subject, localities or types 
about which he writes. If he 
knows only one, he must inform 
himself about the other before he 
may attempt it successfully. 

It would appear to be easier for 
the average author to learn some- 
thing about business than for the 
average business man (shall we 
say copy writer?) to develop a 
good fiction style. 

This brings us up to a final 
proposition : 

If it is desired to sell a person- 
ality of, or in, a business, isn’t the 
fiction style the best, and isn’t the 
newspaper-trained author, who 
must of necessity have an experi- 
ence with the personalities in busi- 
ness, the best man to prepare the 
copy? 


Plans 
to Promote Musical 
Industry 


HE National Piano Manufac- 
turers’ Association in session 
in Chicago last week made plans 
to promote in a nation-wide way 
the benefits of the musical indus- 


try. This will be done through 
the Musical Industries Chamber 
of Commerce. 

An interesting plan was adopted 
whereby the retail music dealers 
will have a part in paying the ex- 
penses of the proposition. The 
plan, which was proposed by a 
retailer, provides for an issue of 
twenty-five-cent stamps to be at- 
tached to the invoices for all 
pianos sold to dealers, one stamp 
for each piano sold. The proceeds 
of these stamps will be turned over 
to the national fund. In other 
words, retailers will contribute 
to this fund twenty-five cents for 
each piano they buy. If the deal- 
ers take hold of it—as it was pre- 
dicted at the meeting they would 
do—a fund of. about $100,000 a 
year would be realized from this 
source alone. 

An organized effort will be put 
forth to increase the popularity 
of music throughout the country. 
For instance, a move will be made 
to introduce music in all public 
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schools, to popularize commyp} 
musical undertakings, and 5 
The object is, of course, to om 
more people acquainted with or, 
sic in such a way that they will 
want to buy more instruments 

The organization will supply high. 
grade selling helps to dealers For 
these the dealers will be charged 
nominal prices. It was thought 
that the kind of advertising that 
could be worked out in this way 
through the dealers themselves 
would reach the people more gen- 
erally than would an organized na- 
tional campaign put out by a cen. 
tralized organization. 

Plans also were made for the 
creation of an export bureau de. 
signed to promote the sale of 
American instruments abroad. 

The piano manufacturers went 
on record as favoring protective 
tariff legislation. 

The following 
elected: president, Kirkland H. 
Gibson, New York; vice-presi- 
dents, Otto Schulz, Chicago, and 
Carl C. Conway, New York: sec- 
retary, C. C. Chickering, Chicago; 
treasurer, Charles Jacobs, New 
York. 


officers were 


E. W. Young Leaves Boston 
“Advertiser” 

Edward W. Young, who has been as 
sociated with the advertising and pro 
motion departments of the Boston Sun- 
day Advertiser, has become sales and 
advertising manager of the Lindner Co, 
a women’s specialty store in Cleveland. 

A. H. French, of the Boston Record 
has joined the Advertiser in charge of 
promotion work. 


Associated Farm Papers Hold 
Meeting 

At the meeting held by the Associated 
Farm Papers in Chicago, May 204, 
the following officers and directors were 
elected: President, J. F. Young; vee 
president, Ben fF. Biliter; secretary 
treasurer, Frank E. Long; directors: 
James M. Kirkham, Ben F. Biliter, t 
D. Harman, Jr. 


— 


Floyd Parsons with “Saturday 
- ° ” 
Evening Post 
Floyd W. Parsons has resigned as 
editor of Coal Age, New York, to be 
come associated with the science and in- 
dustry department of the Saturday Eve 
ning Post. 
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“When we asked The Baltimore Sun 
for co-operation, Believe Me, 
they delivered it.” 


(| The advertising manager of a nationally 
advertised product (name on request) was 
so much pleased with the work of 


The Service Department of 
THE 


Baltimore Sun 


he issued a large broadside telling about it. We 
quote from his broadside : 


@ “Promises of co-operation are constantly coming to the desk 
of the average advertising manager from newspapers in all 
parts of the United States. In some cases this co-operation 
materializes ; in“others it doesn’t. When we asked The Balti- 
more Sun for co-operation during our advertising campaign, 
believe me, they delivered it, demonstrating clearly that a news- 
paper has more to sell than mere space.” 


@ The Service Department of The Baltimore Sun will be 
pleased to receive inquiries from any manufacturer or 
advertising agency who is planning a sales campaign in the 
Baltimore territory. 

@ Baltimore is growing in all directions; growing in fac- 
tories, in homes and in prosperity. May we help you to 
participate in this prosperity by analyzing the local situa- 
tion in its relation to the profitable distribution of your 


product ? 

The Baltimore Sun (all issues) in May 
gained 648,000 lines of advertising and, as 
usual, published more advertising than 
all other Baltimore newspapers combined. 
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Taking the Next 
Step, Next 


We are advertising Photoplay, 
the leading magazine of the 
motion-picture field, in newspa- 
pers that make up a national list 
from the New York to the 
Seattle Times. 


We believe that every advertis- 
ing man will approve the logic 
of our decision and be interested 
in the outcome of the campaign. 


Because it is the sort of cam- 
paign that advertising men are 
forever preaching to their clients. 


Here is a product that is well 
made and well distributed. 


The editorial quality gives 
Photoplay a welcome place on 
32,000 newsstands. 

The sale of this product is un- 


forced. It comes solely from a 
deep-seated consumer demand. 
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Sporadic, in and out, large space 
advertising calling attention to 
the remarkable and steady 
growth of Photoplay would 
easily have stepped up. the sales 
of Photoplay for a certain period 
in certain places. 


But with a product that sells 
itself, advertising becomes more 
a problem of interesting, steady 
newstelling than one-time horn 
blowing. 


Glance over Photoplay’s mes- 
sage in the New York Times, 
The Chicago Tribune, the Phila- 
delphia Bulletin, the Kansas City 
Star and the other papers that 
carry it and find another text to 
adorn your advertising sermons. 


Let the name stick in your mind; it’s imitated 


PHOTOPLAY 


The Magazine of the Fifth Estate 


W. M. HART 
ADVERTISING MANAGER 
350 NORTH CLARK ST. 
CHICAGO 
NEW YORK OFFICE, 185 MADISON AVE. 
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Every printing paper must measure up 
to certain well defined standards 
to meet the requirements 
demanded by the par- 
ticular job in hand 


Equator Offset 


‘‘Made as a Specialty’’ 


—is held to be the standard offset 
paper by offset printers and paper 
users. Rigid adherence to definite 
standards for strength, finish, siz- 
ing, color and packing has pro- 
duced a specialty offset paper as 
uniform as is humanly and mechan- 
ically possible. 

Equator Offset is the one sheet 
which gives the best printing re- 
sults and the greatest production, 
day after day the year ’round. 


Send for Samples and Prices 


SEAMAN PAPER COMPANY 


Paper Manufacturers 


CHICAGO NEW YORK 
208 So. LaSalle St. 200 Fifth Avenue 


St. Louis Minneapolis €§ Milwaukee Buffalo 
St. Paul Philadelphia Cincinnati 


>>) 
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The U.S. Army a University in 
Khaki, Campaign Keynote 


Further Details of the $185,000 Advertising 


HE salesman in the field puts 

forth double efforts when the 
boss sends him a personal letter, 
according to the articles on How 
to Speed Up the Sales Force by 
letters from the Back Office.” 
Many a manufacturer, therefore, 
wil envy the army its distin- 
guished writers of speed-up letters 
during the new recruiting sales 
campaign inaugurated this week. 
In this intensive effort linked up 
with large paid advertising space, 
the “pep” letters will be in the 
form of telegrams written by the 
Secretary of War, and General 
Peyton C. Marsh, Chief of Staff. 
As stated in Printers’ INK of 


last week, while the advertising 
and intensive sales campaign will 
be first of all a recruiting drive 
to obtain 50,000 volunteers for im- 


mediate service, its whole keynote 
will be educational. The new per- 
manent military policy of the 
United States will be founded on 
the idea that every man wants to 
improve his physical and mental 
equipment for the business of life, 
and this opportunity is offered in 
thenew copy. Listen to this from 
me of the full-page advertise- 
ments. 

“In the army a man who wants 
2common school education can 
ave it. A man who wants to 
larn a technical trade can obtain 
wth instruction and practice if 
ie takes advantage of this possi- 
tility. Uncle Sam pays you while 
you study. Earn while you learn. 
_ suppose you are a young man 
boking about you for a trade as 
stepping stone to success in life 
lo learn such a trade you must 
ther work for very low wages 
luring your apprenticeship, or else 
toa trade school; and in both 
these cases you have to find your- 
“lf while learning. Uncle Sam 
ves you your living, gives you 
M% opportunity to learn a trade 
ad pays you real money at the 


ame time. And when you com- 
45 


plete your enlistment and obtain 
your discharge, if you have made 
use of your opportunity you find 
yourself a trained man, and your 
services will be in demand wher- 
ever skilled men are employed.” 
A list of skilled trades is then 
noted which takes in twenty-one 
occupations from Land Surveying 
and Auto Repairing to Baking and 
Welding. 

Frank Seaman, Incorporated, 
who are handling the campaign 
for the Publicity Bureau, U. S. 
Army Recruiting Service in New 
York, obtained approval of the 
plan in Washington on Friday, 
June 6, and the completed adver- 
tisements were plated and stripped 
from electrotypers in mat form 
early in the following week, about 
four days later. The full-page 
and 1,100-line copy, two inser- 
tions each, will be run in every 
daily of general news value print- 
ed in English in the fifty-six cities 
where there is a main army re- 
cruiting office, and will be run 
with local recruiting office ad- 
dresses filled in. 

As previously reported in 
Printers’ INK, each recruiting 
officer acts as a local sales di- 
rector, and he is so designated in 
a special plan signed by J. T. Con- 
rad, Col., U. S. A., Chief Publicity 
Bureau U. S. Army Recruiting 
Service. This plan carries the title 
“Selling the U. S. Army to the 
Young Men of America.” After 
announcing the authority and pur- 
pose of the recruiting campaign, 
it calls attention to the Co-opera- 
tive Sales Plan, an eight-page 
portfolio hereafter described, and 
sums up the advantages of adver- 
tising and the help it will give 
the local sales director. 

It further directs the local rep- 
resentative not to ask for “free 
publicity,” but to be ready to fur- 
nish the newspaper reporters live 
news matter on request, such as 
the remarkable physical test passed 
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by Jamesy Burke, and the big 
farmer who stood six feet four 
in his stockings and asked for a 
job as first lieutenant to start. 
Advice is given to secure the 
co-operation of local agencies, 
such as the Chambers of Com- 
merce, Committees of Public- 
Spirited Citizens and advertising 
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of eight pages, containing a com. 
plete series of instructions and 
suggestions. 

The cover ‘contains a letter from 
Major-General P. C, Harris. the 
Adjutant General of the Army in 
general charge of recruiting, and 
the start of detailed ‘instructions 
The next page contains photo. 

graphs of suggested 
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Serve on the Rhine—NOW 


Wihat cee do yew want to hace? This edvevtizament tells only @ = 
Get rr t delay Act nou 
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UNITED STATES RECRUITING OFFICES IN NEW YORK CITY 


25 Third Avenue JERSEY CITY N 


window displays and 
how to build them, 
The recruiting officer 
is informed that the 
peace-time army is to 
be stressed rather 
than the war intérest, 
though war relics are 
suggested as atten- 
tion getters. Com- 
plete instructions as 
to co-operation with 
the head window. 
trimmers of depart- 
ment stores, to secure 
business for his store 
as well as attention 
for the army can- 
paign, are given on 
the page with the 
photographs. The 
next four pages of 
the Army Sales Man- 
ual contain proofs of 
the large-space ads. 
Instructions are given 
in connection with 
these to secure re 
prints from the news- 
papers for posting on 
bulletin-boards of ar- 
mories, public build 
ings, Y. M. 

buildings, civic se 








FORTHCOMING COPY IN THE PAID ADVERTISING CAMPAIGN 


OF THE U. & ARMY 


managers, and to link up with 
proofs of newspaper advertising 
in the vicinity of mass-meetings 
arranged with their help, The 
keynote of all meetings’ to be so 
arranged is the welcome-home 
idea linked up with Army Service 
appreciation by the citizens of the 
town. A preliminary sales man- 
ual was mailed on June 5 to every 
district sales manager, as the re- 
cruiting officer is called. Follow- 
ing it there went out a large port- 
folio called a Campaign Bulletin, 


cieties, windows. Page 
seven contains a num- 
ber of cartoons by 
well known cartoon 
ists for release to the loca 
newspapers and suggested news 
notices about the campaign. Mats 
of the cartoons can be secured 
by wire for the use of each district 
manager. Editorials by Secretary 
Baker, Charles Hanson Towne, 
Elsie Janis and other notables 
make up the back cover. 

The army is going after its pros 
pects this time with a real sales 
and advertising campaign an 
hopes for a _ whirlwind finish 
Every local recruiting officer 
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been thoroughly sold on the idea, 
each one is on his toes and the 
competition among district chiefs 
for results will be strong. The 
Army, like every other advertiser, 
wants results, and each district 
chief has been instructed to report 
each day to the home office the 
number of men enlisted so that the 
cost of obtaining recruits by the 
new method may be ascertained. 
Reselling the customer who has 
changed his buying habits is never 
any easy task. In changing its 
entire sales appeal and method, 
the Army is adopting up-to-the- 
minute practices, and every adver- 
tising man wishes it the best of 
luck. 

Co-operating with the Army on 
the new sales plan are the Bu- 
rau of Advertising, American 
Newspapers Publishers’ Associa- 
tion, Thomas H. Moore, Assistant 
Director of Advertising; Asso- 
ciation of National Advertisers, 
John Sullivan, secretary; and the 
American Association of Adver- 
tising Agents, James O’Shaugh- 
nessy, secretary. 


Urges 
Congress to Investigate 
Postal Rates 


HE Publishers’ Association of 

New York City at its last 
meeting passed resolutions urging 
Congress to repeal the zone postal 
law. 

“The act is not intelligently 
framed,” it is stated, “and does not 
serve the purpose of the Govern- 
ment or of the people. Many long 
standing rules, trade customs, tra- 
ditions and precedents of the news- 
paper business are over-ridden and 
opposed by the law. The provi- 
sion taxing advertising has re- 
sulted in what has long been re- 
garded as editorial matter being 
labeled advertising and _ taxed. 
The enforcement of the law has 
embarrassed the relations between 
publishers and readers, and con- 
stant annoyance has been caused 
by the decisions of the Post Office 

timent in this and other re- 
spects, 

‘The zoning provision of the 
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law as framed has hampered and 
embarrassed newspapers in the 
dissemination of news, the distri- 
bution of which should be facili- 
tated in every particular as a mat- 
ter of public education and wel- 
fare. Newspapers published in 
the larger cities, with their facili- 
ties for gathering and printing the 
news, can adequately meet the de- 
mand of the public for important 
information of the events of the 
day. The provisions of the law 
restrict the distribution of daily 
newspapers of large circulation 
and shut off from millions of peo- 
ple the news of important events 
of the world.” 

Congress was asked to appoint 
a committee to investigate rates, 
the transportation and distribution 
9f second-class mail matter, the 
actual cost of the second-class 
mail service and the proportion 
which should be charged to news- 
paper distribution and to trans- 
portation, the inefficient space sys- 
tem now in vogue in the railwav 
mail service, the irregularity and 
late running of newspaper mail 
trains. 

After the investigation, it is sug- 
gested that Congress enact legis- 
lation providing for the postal re- 
quirethents of newspapers. 


Fenton Kelsey Company 
Formed in Chicago 


The Fenton Kelsey Company has 
been formed to take over the business 
of Fenton Kelsey, advertising counsel, 
in Chicago, and will engage in general 
advertising agency work. Fenton Kel- 
sey. formerly advertising manager of the 
Philadelphia Public Ledger, will be presi- 
dent: I Davies, secretary of the 
Bradley Kniting. Company, Delavan, 
Wis., vice-president; Lieut. C. E. Wid- 
ney, who has just been mustered out of 
the Rainbow Division and who _for- 
merly wa’ connected with the Root 
Newspaper Association and the Bradley 
Knitting Company. will be second vice- 
president. C. L. Bates is secretary and 
R. C. Fenner is treasurer. 


Advertising Agency in Wichita, 
Kansas 


Allen B. Russell, for several years 
manager of the service and copy de- 
partments of the Fawcett Advertising 
Agency, Colorado Springs, Colo., will 
leave that organization on July 1 to es- 
tablish The Russell Advertising Agency 
in Wichita, Kansas. 





‘Teaching Salesmen That the Good, 
Are Not Sold Until the Money 
Is Collected 


Better Co-operation Between Sales and Credit Departments Urged 


By Emmet Beeson 


NE of the star salesmen for 

one of the large jobbing 
houses in the Middle West was 
leaning lazily against the desk of 
the sales manager. He was star- 
ing pensively at the floor with a 
sort of a_lost-all-interest-in-life 
air about him, when he turned 
suddenly to the sales manager and 
said, most earnestly: “Now, 
George, look here, I’m telling you 
and I mean it, if that graybeard 
at the head of the credits doesn’t 
O. K. that bill of merchandise I 
sold Nelson & Co., I’m through, 
and that’s all there is to it. You 
have my answer. The idea! I’ve 
sold that firm thousands and thou- 
sands of dollars’ worth of goods, 
and you know they have always 
paid. 

“Pretty soon, if Old King Cole 
continues in that credit job, we 
will have to collect in advance on 
all orders, and he will demand 
nothing but gold. I can’t see,” 
he continued, “why the house 
doesn’t get a young man in that 
job. Someone that is up on the 
_trigger. My salary is not so large 
that I can stand getting cut out of 
the commission on that order. 
That credit man ought to be pull- 
ing weeds in his onion patch, and 
a youngster put on the job. I am 
disgusted and am going home. 
The samplers can go ahead and get 
my trunks ready, but if that order 
isn’t filled, I’m not going out on 
the road again for this house. 
Now, George,” he continued, “I’m 
on my way. I'll spend Friday and 
Saturday sowing grass seed on my 
lawn and I'll be down Monday, 
and if that order isn’t filled— 
maybe the head of the house will 
hear something from me.” 

Monday, the star salesman pre- 
sented himself to the sales mana- 
ger looking quite contented with 


things in general. Evidently 
had unburdened his troubles f 
his wife, who had handled bin 
as many a good wife has, no dout, 
pointing out to him that perhaps 
some one else in the busines 
might know something. 

The sales manager looked 
a broad grin crossed his face whey 
he said, rather _ sarcastically 
“Well, did you hear the news, olf 
man? Your order to Nebo 
wasn’t filled.” 

The star salesman’s face turne 
a deep scarlet, his lips quivered 
he was about to say the wrong 
thing when the sales manage 
taking in the. situation at a glance 
raised his hand warningly ani 
said, “My dear boy, Nelson & C 
took a trip toward the moon Sat 
urday. They went up about fou 
miles. Their front door is locked 
and the key is in the hands of th 
First National Bank. We ar 
stuck good and plenty and lucky 
for you that order wasn't shipped 
As it is, your profit account wil 
get some set-back on the loss we 
will sustain.” 


ONE THING AFTER ANOTHER POR 
THIS SALESMAN 

“What,” exclaimed the sta 
salesman, “my profit account going 
to be charged with a portion oi 
that loss? Not if I know any 
thing about my contract, Wha 
have I to do with losses? I work 
hard enough selling our merchar- 
dise not to do any worrying abou 
credits. I don’t see for the litt 
of me,” he continued, “why te 
heads of this business don't walt 
up and get a young man on thi 
credit job—a man that woot kt 
our goods get into the hands of i- 
solvent buyers.” 

And thus runs the feudin# 
too many houses betweet the 
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(No. 3—Save this Series) 








Maybe You Need a Hard Jolt! 


Every time I plan to give you a lot of information regarding Indus- 
trial Motion Picture possibilities—a big story breaks—and I 
have to use that instead. 

Near New York is a plant of International importance—not 
nationally advertised—noted among other things for the fre- 
quency of its labor troubles. 

When the importance of Organization Pictures—the subject of this 
series—was brought to the attention of its Chief Executive, I 
was invited to a conference. ; 


You'll hear more about that conference later. 


This Man Was Jolted Out of a Rut. 


If through mis-information or lack of any information, you too 
are in the rut of thinking of motion pictures in connection 
with the world’s work, as a toy—you need a jolt, too. 

There are matters pending in this organization that will jolt the 
entire Industrial World. 

Suppose you ask me for full information about the following uses 
of Universal Industrial Pictures: 





A permanent’record ‘of your plant 

Demonstrating shop practices 

Welfare work—Americanization 

Increasing efficiency of Salesmen and Operatives 
Invention, laboratory and research work 


Selling your product direct by showing it from 
raw material ‘to package—in'buyers’ offices. 


I substantiate my every statement and prove my every claim. 
No other organization or individual even approaches the Uni- 
versal’s development of Industrial Motion Pictures—their pro- 
duction—their uses or their distribution. Don’t forget Universal 
Guaranteed Circulation—our exclusive method of general the- 
atre distribution. 


UNIVERSAL FILM MANUFACTURING COMPANY 
Harry Levey, Manager, Industrial Department 


Largest Producers and Distributors of Industrial Motion Pictures in the Universe 
Studios and Laboratories—Universal City, Cal., Fort Lee, N. J. 


Offices: 1600 Broadway - - - - - . - New York 
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A Pleasant Thought 


We are quoting from a letter just 
received from the Secretary of one 
of the great public service company 
associations: 


“Now that the worries of 
the Convention are over, I 
find a few minutes for care- 
ful thought, and one thing 
that comes to my mind 
most pleasantly is the 
service we received from 
the Charles Francis Press” 


We printed over a thousand pages of 
matter for this association—most of it 
during the fortnight preceding the Con- 
vention. 


Notwithstanding the strain and anxiety 
involved in the production of so large 
a piece of work in such a short time, the 
customer finds the thought of our part 
in it a pleasant one. 


We are demonstrating to a good many 
people nowadays that “Charles Francis 
Press Service means something”. 


CHARLES FRANCIS PRESS 


The Address is 461 Eighth Ave., New York 
The Telephone Number is Greeley 3210 
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+ and the sales departments. 
yom most futile thing in the 
world. I have spent practically 
aij my life in the selling end of 
hysiness, and I want to say that 
the salesman has no more power- 
fy! ally than the credit manager. 
Actually making the sale is only 
half the transaction. The other 
half is collecting the money. To 
he sure, getting the money is usu- 
ally not the salesman’s job, but it 
is to his interest to see that his 
house gets it. In the long run a 
salesman’s value to an institution 
is not determined by the amount 
of the goods he sells, but by the 
rofit that is made on his sales. 
Credit losses affect him as much 
as they do the firm. Therefore, 
for a salesman not to co-operate 
to the limit with the credit end 
is really short-sighted. 

I'l admit that an occasional 
credit man is so ivory-headed that 
he inspires antagonism among the 
salesmen, but usually such a fel- 
low soon eliminates himself by 
his own inefficiency. A good credit 
man knows that his work cannot 
be successful without the assist- 
ance of the salesmen. 

It is much easier to sell a man 
goods when he doesn’t owe the 
house than when he is about two 
drafts ahead of his deposits. The 
best salesmen are always the best 
collectors, as keeping accounts 
within the limit usually insures 
an order, 

The high cost of doing business 
and close prices owing to keen 
competition do not permit of long 
time credits now-a-days. I have 
heard salesmen say, “We give so- 
and-so a long line of credit, but 
look at the long profits we get.” 
If enough customers of the long- 
time kind are on the books of a 
house, one good loss offsets the 
tasy profits, and at the end of the 
year the salesman’s bonus is not 
30 large. 

_ Running the credit department 
isa thankless, worrisome, all-work 
job. Personally I would rather 
drive a hack than listen to the 
average salesman try to put 
through an order on a dead buyer. 
To hear the salesman tell it, you 
would think every customer in his 
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territory was in business just to 
see what was going to happen 
next. Their customers are not 
working to make money, They 
are all directors in banks and own 
the buildings they are doing busi- 
ness in. They drive limousines 
and live in mansions. To question 
the credit of some salesman’s cus- 
tomers is a direct insult to the 
salesman himself. 

A certain wholesale grocer had 
one of these long-winded territo- 
ries out of his house. He saw the 
salesman and credit man could 
not get together on collections. 
Finally the president of the con- 
cern took a hand and a real fine 
Italian hand it was. He wrote 
every account that was past due 
that they had some unusually big 
obligations that must be met, that 
canned goods were coming in and 
that owing to the condition of the 
sugar market they had bought 
very heavy in that commodity and 
he would consider it a personal 
favor if the dealer could help 
out. 

The result was that every cus- 
tomer in the territory got busy. 
Each one thought that he was the 
only one that had received that 
letter, and he took it upon himself 
to see to it that the wholesaler was 
not going to fail. He took pride 
in lending a hand to the beseeching 
creditor. The drive cleaned up prac- 
tically all the old accounts. The . 
president then established amicable 
relations between the selling and 
collecting ends of his business and 
showed them that by. co-operating 
in the future they could keep their 
outstanding accounts down to a 
minimum, 

One city salesman that I know 
was trying to get easy business by 
selling a lot of poor risks. The 
credit department limited the ac- 
counts to a few hundred dollars 
and when they reached the limit 
the salesman knew there was no 
use trying to get an order passed. 
His method of procedure was 
therefore to get one or two items 
on an order, or just about the 
amount that had been recently col- 
lected. He would then get the 
order O. K.’d by the credit depart- 
ment and then let it take its reg- 
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ular course to the registering and 
pricing department and on to the 
shipping office. When all was go- 
ing well, and the shipping clerk 
was busy checking out a load of 
goods, he would glide in and add 
a few hundred dollars to the 
O. K.’d sheets. The credit man 
could not understand how the ac- 
counts kept getting larger week by 
week until he started an investiga- 
tion. It is needless to say that 
this particular salesman went 
through the swinging doors in a 
terrible rush and he didn’t have a 
cost book nor sample case with 
him, 

Credit is a great thing to do bus- 
iness on. Some credits are more 
elastic than others, but they all 
have a terrible snap-back when 
they break. A great many large 
credits have been granted simply 
by the personal equation, but it 
does not always work to advan- 
tage. 

The trouble with too much credit 
is that it frequently forces the 
merchant to change brands. When 
he owes too much to any one 
house, he is inclined to stop buy- 
ing from it, even though the firm 
may be willing to continue selling 
him. But that doesn’t imply that 
his credit is exhausted. Generally 
he is still able to get a line with 
other houses, and, of course, when 
he changes his source of supplies, 
“he stocks a different brand of 
goods. 

Right there is the great objec- 
tion to a too easy credit policy. 
There is an old saying that when 
we loan a friend money, we lose 
both friend and money. It is the 
same when a manufacturer allows 
a customer to run up a larger ac- 
count than his financial condition 
warrants. Often he loses both 
the money and the customer, and 
where he doesn’t lose the money 
he frequently creates a situation 
that enables another house to get 
its goods in that dealer’s store. 
Viewed from this standpoint, as 
well as from many others, the ju- 
dicious credit manager is the sales 
department’s real friend. He gets 
entirely too many brickbats. He 
deserves an occasional bouquet. 
Let us give it to him. 


INK 


Virginia 
Dare Wine and 
Prohibition 


ARRETT & COMPANY 

Brooklyn, N. Y., are now ad. 
vertising in certain sections of the 
South a non-intoxicating Vir. 
ginia Dare Wine. “All the flavor 
and aroma that have been a joy 
of connoisseurs for nearly a cen. 
tury,” says the copy. “All the 
wholesome goodness of the health- 
giving grapes discovered by Sir 
Walter Raleigh. All the thirst. 
satisfying qualities of this famous 
beverage. Nothing missing but 
the alcohol and you won't miss 
that in the new delight of this 
fine wine.” 

Later on, it is planned to ad- 
vertise the new product more ex- 
tensively. 

In making the non-intoxicating 
wine, the same process has to be 
undergone as in preparing the al- 
coholic beverage. The wine is aged 
as usual and then the brandied 
products are removed. This will 
result in a brandy by-product that 
may amount to 1,000,000 gallons 
a year, according to W. W. Crib- 
bins, the company’s advertising 
manager. 

To. put the brandy to use, the 
company is preparing to make a 
complete line of flavoring ex- 
tracts, using brandy as the base 
instead of grain alcohol. The ex- 
tracts, which it is expected will 
be placed on the market about 
August 1, will be advertised ex- 
tensively. In fact, it is planned 
at the beginning to invest about 
all the receipts from the extract 
sales in advertising. Jobber con- 
nections are now being formed 
throughout the country. 


W. A. Cole Joins Nation Pres 


W. Arthur Cole, for seven years d- 


rector of service of the Wm. F, Fel 
Co., printer, of Philadelphia, will be 
come associated with the Nation Pr 
Inc., New York, on June 16, as 
tor of promotion work. 

The New York Club’ of, 
House Craftsmen will hold its @ 
dinner on June 19 at the 
Beach Casino, Coney Island. 
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100 Tons of Paper 
a Day! 


N all the United States, including cities 
like New York, Chicago and Boston 
with populations many times greater* 
than that of Kansas City, there are only 


of this three or four newspapers that print as 
1 alt many copies a day as The Kansas City 

ore ex- Star. The Star’s consumption of paper 

cating ranges from 75 to 175 tons a day. 

s to be 

ap This remarkable situation is due to the 

randied fact that in no other city anywhere is there 

- a newspaper that has so thorough a circu- 

gallons lation as The Kansas City Star’s. 

. Crib- 

rt : ee 

ae» The saying that “Every family in Kansas 

ay: City takes The Star’’ falls a little short of 

ig ex a the truth. The fact is that there are 

Byes actually more Star subscribers in Kansas 

az City than there are families. The excess 

ed ex- is accounted for by some families subscrib- 

— ing for more than one copy of The Star. 

extract 

er Con- 

__ | THE KANSAS City S 

1 Press ) 

years di- ° . 

F, el Morning Evening Sunday 
. 

is dine 220,000 220,000 220,000 


ee CHICAGO OFFICE NEW YORK OFFICE 
Brightoo Ms Century Building 2 Rector Street 
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“1 Should Certainly Goer 
Prospects Like ComMForr 


When Edward Mott Wooley came to 
COMFORT plant he turned his spotlight on 
COMFORT'S circulation. You can judge what 
he found by what he wrote: 


“And every stage of my analysis tallied 
with the Government information. In fact, my 
spotlight showed that COMFORT people not 
only wanted these things (the thousands of 
articles from automobiles to nursing bottles, as- 
certained by the Department of Agriculture's in- 
vestigation) but already had many of them. 
I was astonished at the plane on which these 
COMFORT people lived. 
FRANK H. THOMAS. Representative = =W. H, GANNETT, Pub., Inc., Augusta, Mai 


Chicage Office: 1635 Marquette Bldg. 


Turn the Spotlight 
on (owfort «a 
Circufation # 
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RIBUNE 
ERVICE 


‘The mark of “Tribune 
Service” identifies advertise. 
‘ments prepared by the New 
York Tribune Service De. 
partment. 


Heretofore this work has 
been available to Tribune ad- 
vertisers exclusively. 
But “Tribune Service” has § 
been so successful that this 9 O° 
department has been con- & slic 
stantly expanded until to- — 
day it is equipped to render & -will 
.a copy and art service to any § *"* 
advertiser or agency. easy to 
The experience of “Trib- Pdi 
une Service” in black and #@ — 
white, in rotogravure for the p.. : 
Tribune Graphic and in & sacri 
colors for the Tribune Color- § “5 
graphic enables it to offera J titer : 
well-rounded service of ex rhe 
ceptional quality in every § tie re 
field of advertising copy 9% 
preparation. ten” le 
And because it is operated solely 2 ‘@! 
to serve advertisers and not asa Mj? Wri 
money-making venture, its prices — 
will be found surprisingly low. w read 
Phone Beekman 3000. Ask for — “\" i 
“Tribune Service.” Try us on the Ge on 
campaign now on your desk. fividua 
For i 


New York Tribune fx: 


ponder 
First to Last—The Truth was mo 


News—Editorials—A dvertisements like goc 


The fastest growing newspaper in der talk 
New York City. Ts ae 





letters the Prospect “Listens” To 


Talking” in Place of “Writing” Often Increases the Return of Letters 


By Harrison 


WRITER of sales letters in 

4 a prominent wholesale house 
tas found that letters which 
und like talk make a better ef- 
fect than letters which are obvi- 
wsly “written.” About the last re- 
vision he makes of all important 
tters is to limber them up here 
and there with “talk.” It is his 
yay of making his letters sound 
more direct and personal. 

This sales correspondent, by the 
way, believes in systematic criti- 
sm of his own letters. He reads 
each important letter at several 
diferent times before sending it 
out, In each reading he looks for 
gecific qualities which he knows 
his letter ought to contain, such as 
completeness, courtesy, credibility 
-will every word of it be readily 
believed, or should proof of cer- 
fain statements be introduced ?— 
easy to read and understand, read- 
ef interest, sincerity, naturalness, 
directness of expression, and so 
on, 

He says that particularly the last 
three qualities just mentioned— 
sincerity, naturalness and direct- 
ness of expression—are best 
gined by making sure that the 
ktter sounds like talk and not 
lke “writing.” He says—and his 
statement is based upon compara- 
tve results—that there is a great 
difference in the appeal of a “talk- 
ing” letter as compared to a “writ- 
ten” letter. The reader “listens” 
oa talking letter, while he reads 
a ‘written” letter; and it is easier 
for most merchants to listen than 
tread. Talk is more lifelike. It 
“ems more human and more di- 
rect, It makes a letter seem more 
ike one written to the reader in- 
dividually. 

For instance, following are two 
eters produced by this corre- 
pondent. It is easy to tell which 
was more successful. One sounds 
ike good straight-from-the-shoul- 
ter talk, The other seems to have 


McJohnston 


been more laboriouly written. 
“Dear Sir: 

“In the light of general trade 
conditions—with prices tending up- 
ward instead of downward as the 
result of the world’s food short- 
age—you will appreciate the prices 
named on every page of the en- 
closed supplement to our recent 
quotations. 

“That now is the time to buy 
all these items there is no ques- 
tion. Many basic factors point to 
steadily high prices for the com- 
ing twelve months, at least—and 
somewhat higher prices may be 
expected as soon as the peace 
treaty is signed and shipping is 
allowed greater freedom. 

“The prices on many of the sta- 
ple items in this supplement will 
go up. In fact, the prices of near- 
ly all staple foods and of many 
luxuries are bound to go up. 

“Economists point out that all 
prices are relative—that a high 
price on one kind of food, because 
it is relatively scarce, tends to 
raise the prices of many other 
kinds of food, especially the kinds 
that serve as substitutes. 

“The point is this: There is a 
world shortage of food on account 
of crippled food production in 
Russia and Roumania and in many 
other recently warring countries. 
The demand for food in general 
is relatively greater than the sup- 
ply, and it will be at least a year 
before the crippled exporting coun- 
tries will get back to producing 
their normal surpluses of grain 
and meat and other foods for the 
world market. 

“That is the reason why prices 
are relatively high and will stay 
high—and will in all probability 
go higher—and that is the reason 
we urge you not to take a bearish 
attitude toward present prices. As 
a matter of fact, present prices 
are comparatively low. 

“Comparing present prices with 
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1914 prices is causing some mer- 
chants to be out of many things. 
But we all know that all people 
must continue to eat about as much 
as usual—more, in fact, since peace 
is here to take the brakes off 
war-time economy. 

“Are you stocked to take ade- 
quate care of your demand—have 
you plenty of the 152 items listed 
in this supplement? If not, now 
is the time to put your stock into 
condition for complete service to 
your trade. 

“Yours very truly,” 


PUTTING LIFE IN THE LETTER 


“Somehow that letter, in a test 
to a hundred merchants, did not 
get across,” said this correspond- 
ent. “I knew the facts were 
sound, so the merchants either did 
not understand them or did not 
believe them—or did not read the 
letter. I'll admit it’s a hard let- 
ter to read—not much life in it. 
But it is different from my usual 
sales letter. I thought it would 
be better not to make it sound 
like talk. Nevertheless, I rewrote 
that letter with the idea of put- 
ing more life into it—and orders 
began to come in.” 

Here is the letter as rewritten: 
“Dear Sir: 

“Do you believe that grocery 
prices in general are going to stay 
up high—or do you still look for 
them to come down soon? 

“We feel sure that prices are 
up to stay there for about one year 
at least. No— it’s not because we 
want you to take advantage of the 
comparatively low prices in this 
latest supplement. We want you 
to do that, of course. But that is 
not why we know prices are go- 
ing to stay up—and go on up some- 
what higher on many items: 

“Here is our reason: 

“Economics show plainly that 
prices in general go up and down 
as a result of changes in supply 
and demand. The less the supply 
the higher the price. 

“Now, we all know that there’s 
a general shortage of food to feed 
the world. Famine is stalking 
about in many European localities. 
Russia, Roumania and many other 
warring countries have not been 
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producing by far as much { 
as they used to. It will bea 
before many European connitia 
get back to normal Production of 
grain—with their old-time surplus 
to sell in other countries, 
“What does that mean? Wel 
it simply says that the world’s food 
supply is short, and will stay short 
for some time. 

“And what does that mean for 
food prices? It means a big, sus. 
tained increase in the amount of 
food we will export to Europe 
and soon, when peace is signed 
and shipping gets back to normal 
some time this summer, even mor 
food will be exported. 

“And that means that food 
prices here will very likely go w 
still higher. Yes, prices on nearly 
all items. . 

“We are all eating as much now 
as ever—more, in fact, since war- 
time economy is no longer a pe 
triotic duty. 

“Yes, it looks as though prices 
are up to stay until the world: 
food supply gets back to normal 
about one year hence, at least, 

“Some merchants are comparing 
present prices with 1914 prices. 
They are waiting for prices to 
come down—buying too close to 
the poor-service line—‘out’ of this 
and that—losing a lot of trade to 
other merchants who know that 
there is no immediate danger mn 
keeping up a good stock. 

“Have you plenty of the & 
items listed in this May supple 
ment? 

“Yours very truly,” 

That is what this sales corre 
spondent means by a letter that 
seems to talk to merchants. Th 
reader is more inclined to fed 
that the writer is there talking t 
him, and not writing an essay— 
and the writer, in this case, fet 
that way about it, too, while he 
was composing this letter. Cor 
sequently, he wrote a better letter 

It seems to be a pretty goo 
idea to make many a letter sound 
more like talk. At least a gret 
many letters that sell have thi 
quality. In fact, it is nota 
rule at all to “write about as yo 
would talk”—if you know how! 
talk. Many letters apparently 
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T’S the tremendous, persistent hammer- 
ri * ing of one Dominant Idea that welds 
to fed sales. It is our firm conviction that 
alking to 


every advertising campaign should be born 


| essay— . ° ° ° 
case, felt of a Dominant Idea that fairly writes itself 
— into vivid advertising —translates itself into 


er letter hundred-point salesmanship. 


tty good . . 
er sound Upon the request of an executive, we will 


a great gladly send our new 72-page book, “Master 
jave a Merchandising and The Dominant Idea.” 
ot a dat 
it as you 


r how” MUUNKIN ADVERTISING COMPANY 


fF ‘ CHICAGO - NEW YORK - CLEVELAND 


5 S.WABASH AVE SOINFIFTH AVE. NEWS LEADER BLOG, 
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strive for “dramatic” effect by in- 
troducing conversation. That is 
risky—unless it is used by a mas- 
ter who possesses a big bump of 
common sense. Otherwise the 
“talk” is very often unconvincing. 
All writers of fiction know that 
faithfully natural conversation is 
difficult to write. We all have seen 
letters which run about like this: 
“Dear Jones: 

“*Where’s the order from Jones 
& Jones?” the big chief said to 
me about ten minutes ago. 

“‘Not in yet—but it’s on the 
way,’ I said—for I am sure you 
will want to take advantage of 
our special offer of May 10th.” 
Or maybe the letter starts like 
this: 

“Good morning! 

“Those new Chateau 
Yes, we've got them. 

“Just three or four days hence 
you can have one of them in the 
next-to-the-door corner of your 
show-window with a ‘Special, $22,’ 
sign neatly placed—and you won't 
have it very much longer. 

“12 from 22 leaves 10 gross, by 
the way. 

“Better write or wire to-day.” 

It happens that this letter just 
quoted was fairly successful, as 
it stands. But it was more suc- 
cessful when “good morning” was 
omitted. It is a fairly good ex- 
ample of a “talk” letter. 

Any rule of the game of writing 
letters that sell can be overdone 
—or applied by the wrong person. 
Bat that is not a good reason for 
abolishing the rule. 

Chatting is out of place in a 
business letter, of course. But pick 
up almost any bunch of successful 
selling letters, and most of them 
sound very much like plain, every- 
day talk. 

It is really a good rule—to write 
about as you would talk. When 
we feel that we are talking the 
letters we write, we have a big 
advantage. We are more likely 
to visualize the reader and say 
things in short, crisp sentences. 
We find it easier to say something 
the first word—without introduc- 
tory phrases and long sentences, 
like some of those in the first 
letter quoted above—without the 


Capes? 
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qualifications that 
more deliberate 
writing. 
Yes, it is really a g00d tule 
-to write about as we would talk 
without overdoing it—withoy 
being talkative or too familiar A 
“talk” letter is likely to be more 
brief and to the point than a writ. 
ten letter. And it always has more 
life in it. : 3 
There are, to be sure, plenty of 
rules for letter-writing. Some of 
them are not bad at all when they 
are applied with common sense 
This “talk” rule and all others 
ought, of course, to be broken 
when breaking them will get bet. 
ter results in given cases. Eyep 
two and two does not always 
make four. It sometimes makes 
twenty-two, as the saying goes 


will creep into 
thinking and 


“a ’ , ’ . 
Sales Conférence” Typed for 
Dealers 

In giving your sales talks and demon 
strations to dealers you know you often 
put over some mighty good stuff, which, 
in a long talk, is often forgotten by the 
dealer. Do you want a way to impress 
your siles inspirations on your aud 
Try this once or twice as a nov 
elty and see how it works 

lake along a clever stenographer, An 
nounce to your dealers you are going 
to take a record of the “‘conference” for 
their benefit, and send them typewritten 

opies to go over at their leisure. This 
will impress them as to the importance 
of what is coming, and the typewritten 
report later will freshen their minds and 
give them your selling ideas im perma 
nent form. No chance to forget any of 
your good ones! 

Also the stenographer can make notes 
of questions asked by dealers, which 
you can study over and answer to goo 
advantage on your next call. 

The reports need not, of course, be 
verbatim You can even have your 
talks standardized to a certain extent be 
forehand, and typewritten copies made 
inserting later any special points brought 
up which the stenographer can catch. 

Who will try this first and let us know 
how it works “The Peptimist.” 


ences! 


Kenneth Cloud Back with Ad- 


vance Accessories 


Kenneth Cloud, formerly of the 
Charles N. Touzalin Agency, of Ch 
cago, has taken charge of advertising 
and sales promotion for the Advance 
Automobile Accessories Corporation, an¢ 
allied companies, Motor Oil, Inc, ané 
Auto Components, Inc., all of Chicago 
Mr. Cloud was advertising manager 0 
the Advance Corporation before he 
joined the Touzalin staff. 
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Foldwell Backs Up Art Metal 


The manufacturers of Art Metal “practice what 
they preach.” ‘This company sells metal filing 
equipment—the big sales point being that Art 
Metal protects valuable records and correspond- 
ence from loss by fire. 

The Art Metal company insures its own records 
by using steel equipment and protects its direct 
advertising by using Foldwell. Selling ideas must 
be insured against the hazards of third class mail 
transportation—just as records must be pro- 
tected from fire. Foldwell gives such protection, 
for it is guaranteed to fold without breaking. 
Specify the genuine guaranteed Foldwell. There 
is no substitute. 

Let us send you our new book, “Putting the 
Sales Story Across.” A card will bring it. 


Chicago%Paper Company 
ow 833 South Wells St. 


A Sar. Thar: Chicago, Illinois 
Re rej, Ss 


Sar 





PRINTERS’ INK 


Can Copy Appeals Be 
Gaged in Advance? 


ILLIONS of dollars are spent every 

week on copy appeals which have never 

been definitely gaged in value—with no def. 

nite check on whether or not the best selling 

appeal is being made. What this policy of 

going-it-blind may mean to the yearly sales 
totals is almost staggering to think of. 


Some idea of what it can mean, however, 
may be gained when we look at the wide dif- 
ference in results between different copy ap- 
peals used in mail order selling. 


One advertisement prepared last year for one of 
our clients has produced, to date, over $300,000 in 
direct business—incidentally, at a selling cost less 
than the average salesman’s commission. ‘The best 
advertisement on this proposition prepared up to that 
time and circulated in the same media would have 
produced less than $100,000 in sales. 


Yet for one advertisement to pull three times the 
results of another advertisement—under the same 
conditions, in the same media, and on the same 
proposition—is not in the least unusual. We have 
seen one advertisement outsell another in the ratio 
of ten to one. 


As a result of our experience in handling the ad- 
vertising of over sixty direct result accounts where 
every sale is traced to its source, we have been able 
to draw a definite line—in advance—between ap- 
peals that “make good” and those which merely 
“look good.” 


7 « . * * 
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T makes no difference whether the reader of an 
advertisement orders by mail or goes to the 
dealer for the merchandise advertised. 


The method of purchase is only a detail. In 
either case the copy must make the right appeal or 
it makes only a fraction of the sales it should. In 
both instances the buying motive to be aroused 
exactly the same. 


The mail order advertiser has definite figures of 
results from various appeals to guide him. Why 
shouldn’t the general advertiser profit by the things 
the mail order advertiser has learned ? 


In doing this it is not necessary to sacrifice one 
iota of “class.” Your copy can create just as much 
atmosphere as it does today. Neither is it necessary 
that yours be a small town or “middle-class” propo- 
sition. We have proved that the most fashionable 
sections of New York and Chicago will order by 
mail—when the right appeal is made—just as they 
patronize the stores that make the right appeal. We 
have written copy that brought back average orders 
of $1,000 each from rated business men. 


And the same principle of appeal that brings re- 
sults by mail will bring equally good results through 
the dealer. 

* 7 7 * * 
ITHOUT the slightest obligation we should 
be glad to outline some interesting facts about 
copy appeals and show you how the facts and figures 
gained from the expenditure of millions of dollars 
of keyed advertising can be used to increase the sales 
results of advertising that sells through stores. 


RUTHRAUFEF 6 RYAN 


2ATEC 


ADVERTISING 


404 FOURTH AVENUE at 28th ST. NEW YORK 
CHICAGO: 30NORTH MICHIGAN BOULEVARD 
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Important Information! 


BUREAU OF Pre CIT ECONOMICS 
es LOTS: 


DEPARTMENS 4 


es 
ee 





CO-OPERATING 
UNITEO STATES GOVERNMENT 
OUNCIL OF NATIONAL DEFENSE 
REPUBLIC OF FRANCE 

THE BRITISH EMPIRE 
DOMINION OF CANADA 
COMMONWEALTH OF AUSTRALIA 


4N_OPEN LETTER TO THE PUBLIC -- UNION OF SOUTH APRicA 
REPUBLIC or ome 


ARD TEE MEN WHO HAVE STOOD BY US REPUBLIC OF BOLIVIA 


REPUBLIC OF CHINA 

PAN AMERICAN UNION 
NATIONAL COMMITTEE OF France 
KINGDOM OF 

EMPIRE 

REPUBLIC OF NICARAGUA 
PROTECTORATE OF MOROCCO 


With the official aid of various Governments 
and the co-operation of educational institutions and of 
sanufacturere, thie Bureau for six years has been show- 
ing educational and industrial motion pictures to the 
general public - admitted free. 


It has accumuleted more than 15 million feet 
of film, and has shown it to more than a million people 
ae month during the past two years. 


While the remarkable results have been in the 
highest degree satisfactory, the facilities for distri- 
bution have been inadequate. 


OF THE GREATEST IMPORTANCE _-=— 


Therefore, is thie announcement that an arrarjge- 
went has been made for the Bureau's use of all the Ei- 
changes (Domestic and Foreign) of the Universal Film Mfg, Co, 


This additional distributing outlet wil) not 
only give us a comprehensive check on the extent of circu- 
lation - but makes the service of the Buneeu availebie 
to Industriel concerns - anywhere in the civilized world, 


We cordially invite all industrial organizations 
to show filme supplied by the Bureau at the noon hour, 
end at least once a week tc employes and their families. 


To instruct them in the activities of the 
Inaustrial World; and on subjects of public health and 
hygiene;: of political and general educution, ie the first 
step in the fruitful field of Americanizeation, the foe of 
anarchy and Bolshevien. 


Free literature regarding the work of the Bureau 
on request. 
a aw aausill « otle " 
i DIRECTO 
Next week I am going to tell the story of the fleet of White 
Auto Trucks, fitted with complete Motion Picture Projection equip- 
ment, field Graphophone and flood lights that will light up 10 acres. 
You should take immediate advantage of this big opportunity. 
SEND YOUR FILMS TO THE BUREAU. You can get films 
from the Bureau to show in your own plant. If you have no equip 
ment, let us advise you without prejudice as to what you sho 
have. 
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Supplement to Catalogue Tells 


Dealers 


How to 


Advertise 


Suggests Layouts, Copy and Amount of Appropriation 


NE of the biggest little 

cinches in “co-operating” with 
retail merchants is to tell them 
they ought to advertise. ‘“There’s 
no demand for ducks’ eggs, be- 
cause she (collectively) merely 
wacks and waddles off. But the 
hen makes a big noise—hence the 
demand for cackleberries.” And 
by way of proffering a helping 
hand, you shoot along proofs of 
hoiler-plate electro- 


is told to map out a programme 
of the coming year’s and season’s 
advertising, and establish a defi- 
nite method of governing his en- 
tire appropriation. “If you are 
planning an advertising campaign, 
do not leave the preparation of it 
until the eleventh hour, or attempt 
to write while liable to be inter- 
rupted. Late copy results in poor 
type-setting and changes. And 





types with a half-inch 
space thoughtfully 
left at bottom for the 


“@._| John Doe &Ca|"o 














dealer to insert his 
name. 

But perhaps one of 
the most perplexing 





"THE PAAMERS STORE 
SEMI-ANNUAL CLEARANCE SALE 
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things on the manu- 
facturer’s calendar is 
to get said retailers 
actually to advertise 
his merchandise — 
not because they are 
wmmindful of its ac- 
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complishments, but 
because they don’t 
know how. 

As a part of their 
service to retail mer- 
hants, Finch, Van 
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Slyck & McConville, 
of Saint Paul, of- © 
fer the trade a prac- 
tical condensed course 
m advertising. And 
the unusual thing 
about this service is 
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that it forms an inte- 
gral part of the mer- saab 
thandise catalogue— ~"***"*?, 
right up front with 

diagrams, layouts, suggested sales 
wadings and copy hints where 
they can be referred to frequently 
without the danger of a separate 
advertising manual going astray. 
The text of this advertising sec- 
tn lays little stress upon the 
why,” preferring to emphasize the 
more essential “how.” The re- 
ulet is impressed with the im- 
fortance of a definite plan. He 


LAYOUT FOR 
PORATED IN 


DEALER'S ADVERTISING, INCOR- 


WHOLESALE CATALOGUE 


changes of proof cost money. 
Prepare your advertisements when 
and where you can be let alone. 
“Much can be learned by study- 
ing and keeping a file of others’ 
advertising—not to imitate them 
but to get new ideas. It is your 
own individuality in your adver- 
tisements that counts; your cus- 
tomers, do not want you to be 
‘clever’ but they want you to write 
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as you talk, in your own way.” 

As a guide to the annual bud- 
get to be appropriated for adver- 
tising, the dealer is told to foot 
up his annual sales average, esti- 
mate a reasonable increase pos- 
sible during the coming year, con- 
sider what it costs per customer 
to maintain his stofe and then de- 
cide what each new customer 
added will be worth. “Advertis- 
ing is the price you must pay to 
make your store grow. Depart- 
ment stores in the larger cities in- 
vest 2 per cent to 4 per cent of 
their gross income in local news- 
paper advertising, and some de- 
partments as much as 8 per cent. 
Clothing manufacturers lay aside 
5% per cent for advertising; 
stove manufacturers, 12 per cent.; 
food manufacturers, 1 to 2 per 
cent; and certain specialty food 
manufacturers, one-third their 
gross income. Your mail-order 
competitor expends 12% per cent 
in advertising. How much can 
you lay aside to beat him in your 
own field? 


SOUND ADVICE FOR RETAILER 


“What you are aiming at in ad- 


vertising must be kept in mind 
constantly,” the dealer is admon- 
ished. “Doubtless it will be mail- 
order competition. If so, can you 
meet the mail-order prices on the 


same goods and offer guarantees? * 


Let each advertisement ring with 
the satisfaction of seeing the 
goods before purchasing; empha- 
size the improved store service 
you offer; put in the personal 
touch of a fellow citizen; let each 
advertisement be a request for a 
bid on that contemplated out-of- 
town-going order. We can prof- 
it much by following the tactics of 
our mail-order competitors. Their 
advertisements are a direct bid 
for orders at small prices. Note 
their striking headlines and illus- 
trations that picture the goods! 
See how every small space is filled 
with descriptions, claims and 
prices! The aggressiveness of thr 
catalogue house is making seri- 
ous imroads upon your trade, 
but the local store has a dis- 
tinct advantage in its care of 
the goods, their personal inspec- 


INK 


tion and face-to-face deliver” 

Before starting to write his 3. 
vertisements, the retailer is ad- 
vised to imagine a definite aud. 
ence listening to him. He 
have a definite message for them 
and a clear idea of what he wants 
them to do, His purpose in af. 
vertising is either sales of the 
items advertised or to encourage 
calls at the store, which may mean 
the purchase of goods not adver. 
tised. Every device—wording, jl. 
lustrations, rules, type should con. 
tribute to this result. The adver. 
tisement should be truthful and 
straight from the shoulder, } 
should create confidence by the 
use of simple words and sensible 
statements. It should be enthy. 
siastic, without making extray- 
gant claims or offering unreason- 
able cuts in prices. It should be 
interesting to the people as a mass, 

“Put yourself in the readers 
place. Write the things you think 
would interest you. Use pictures, 
if you can, that illustrate your 
ideas. Pictures convince when 
words fail. Be brief, and dont 
crowd. 

“Layout of the advertisement 
First, the material. Among th 
items suggested for your adver- 
tisement you will find certain ones 
that justify special prominence- 
perhaps one of unusual note, suf- 
ficiently interesting to form th 
foundation for an introduction 
If this item is a real bargain tel 
why—make it your leader. Mea- 
while, select the other, less promi- 
nent articles to head your various 
departments, thus making each &- 
partment easily recognizable and 
giving the effect of a store of wit 
variety. ; 

“With your material in mind 
start your advertisement just # 
the carpenter builds a house 
build a skeleton ad. Write fredy 
at first, later cutting out 
that seem unnecessary. Creat 
for yourself a mental picture 0 
the advertisement as it will # 
pear when finished and trim? 
down here and there as you pit 
gress, just as the carpenter S® 
off overhanging boards. 
simply, as though you were tak- 
ing. 
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No Dead Wood 


John Doe to please a little girl who was try- 
ing to make money by soliciting subscriptions for 
a weekly publication, enrolled his name on the 
blank she presented to him and paid his fee. 
The publication duly arrived at his address,and 
has been coming regularly ever since. He has 
52 copies piled up in his cellar, the covers of 
which have never been opened. And in the 
advertising literature of that magazine he figures 
as one of the army of regular readers who make 
it so valuable a medium to business men. 

This isn’t fiction; it is fact. And John Doe 
is one of many who occupy the same relation 
to that weekly. They are subscribers, yes; 
readers, no; to advertisers, dead wood. 

The value of any publication to the adver- 
tiser depends very largely upon the reasons 
which prompt people to subscribe to it. The 
only subscription reason that can possibly in- 
terest the advertiser is genuine demand. The 
reader who subscribes because he really wants 
the publication—because it will be useful to him 
—because he recognizes its intrinsic merit—is 
the only reader who represents buying power to 
the advertiser. 

Nobody reads “The Record” to please any- 
body but himself. Nobody subscribes to “The 
Record” to help out a friend or to benefit any 
other persons than those in his immediate family. 
“The Record” doesn’t pile up in anybody’s cel- 
lar unread. 

If “The Record” had five times its present 
circulation, secured by foisting it upon people 
who don’t want it, it would be a poor salesman. 
If it had only a fifth of its present circulation, 
secured as all of its present circulation is se- 
cured, it would still be a good salesman. 

Ask “Record” advertisers.— 

Advertising Editorial Published in The 
—- Record, Wednesday, June 4, 

19. 
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“A brief survey of the descrip- 
tions you have in hand, the cuts 
to be used with them and the in- 
troductory talk (if any) will give 
you an idea of the size and shape 
your advertisement will assume 
when in the newspaper; it will 
also guide you as to the tone of 
your advertisement — whether it 
shall be a quality or price talk. 

“Having decided the size and 
shape of the advertisement, you 
are ready to determine where to 
place your trade-mark or catch- 
phrase, name and address; also 
the style of border and rules to be 
used. As to type, avoid selecting 
too many styles or sizes—they 
confuse the eye. Too large type 
and too generous use of capitals, 
rules and borders will defeat your 
purpose. Simple letters, with 
plenty of room around them, will 
be read most easily. 

“Tf an introduction is to be em- 
ployed it should be of particular 
interest to the general reader—a 
short statement, giving the whole 
story in a nut-shell. If possible, 
a cut should accompany the in- 
troduction, relating to it in sub- 
ject and a real attention-bringer 

“Illustrations for the advertise- 
ments as a whole need not be nu- 
merous, but those chosen should 
bear on the main talking points 
of the goods advertised. Illustra- 
tions should be well balanced as 
to position in the advertisement, 
and their size and shape should 
not be out of proportion. Too 
small cuts are not easily seen— 
too large cuts crowd the type mat- 
ter and make the descriptions hard 
to read. 

“Much thought should be given 
the order the various departments 
are to take, illustrations in them, 
sub-heads and secondary items 
listed in each. Descriptions of 
items should be short statements 
based on the call for the article, 
its use, design, material, finish, 
price and saving to the buyer. 

“Embodied in the advertisement, 
and linked with your store name, 
may be included some convincing 
argument for a call at the store or 
an order by phone or mail, em- 
phasizing the economy and satis fac- 
tion of buying at the home store.” 


PRINTERS’ 





INK 








Business Papers Have Helped 
Unite America 


Regardless of the great territorial ex 
tent of the United States there is. 
similarity in the business method a 
the kind of merchandise required j “al 
o different States, because of the quick 
dissen ati inf i 
co a ene aliligg This ean through 
» . é : ame connection 
- —— be established throughout 
all the Americas. To get ao 
understanding and to pom ane 

i r e the inter 
change of trade it is necessary to read 
the same publications and adopt the same 
general business practices. 

It is most encouraging, therefore, that 
large numbers of the leading business 
papers in the United States are produc 
ing foreign editions, and that many 
leading Latin American publications are 
getting editorial information and exten. 
sive advertising from the United States 

The leading business papers go into 
all the problems and the needs of their 
industry. They are the leading agita 
tors for progress and frequently the un 
sparing critics of trade abuses. Many 
of these business papers conduct in 
formation departments which personally 
aid their subscribers in handling their 
problems of accounting, store or fac 
tory systems, credits, and even co-oper 
ate with them in choosing the proper 
merchandise for specific uses or particu 
lar locations. They take a leadership in 
advocating necessary legislation for the 
improvement of industry and are lead 
ers in all broad helpful and patriotic 
movements.—Portion of address of A 
C. Pearson, of the Dry Goods Econo- 
mist, before the Pan-American Commer 
cial Conference, Washington, D. C. 


Airplane for Quick Transpor- 
tation and Advertising 


R. L. Nafziger, president of the Naf 
ziger Baking Co., operating plants in 
Kansas City, Sedalia, Springeld, Mis 
souri; and Burlington, Iowa, has just 
purchased a Canadian Curtiss airplane 
for the purpose of making frequent visits 
to the various plants. He also intends 
to use the plane in advertising which 
will cover the States of Missouri, Kan 
sas, Nebraska, Oklahoma, Arkansas 
Iowa and Illinois 


Lt. Dudley Steele, of Kansas City 
has been engaged as pilot and director 
f the airplane advertising campaigr 


He will visit all the leading towns by 
airplane in the above-named territory 
calling on the merchants and establish 
ing agencies for Nafziger Bread. 


Vanderhoof & Company Secure 
Account 

Vanderhoof & Company, advertising 
uzency of Chicago, have secured the 
advertising account of thé Iceless Ice 
box Company, Chicago Orders are 
being placed with a list of newspapers 
in Chicago and throughout the State ot 
Illinois 
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IXTY MILLION bushels is Oklahoma’s wheat yield 

this year—almost double the usual crop. More 
than $100,000,000 for Oklahoma farnters. And a goodly 
portion of this will be invested in tractors, farm ma- { 
chinery, autos and allied supplies. \\ \ 


More than half of Oklahoma’s farm homes are reached 
by The Oklahoma Farmer-Stockman—*“Oklahoma’s 
Dominant Farmpaper.” Most all the well-to-do wheat 
growers take it. 

Advertisers who are using The Oklahoma Farmer- 
Stockman are also reaping a bumper crop---of sales. 
They are the first to profit by the farmer’s unprece- 
dented prosperity in Oklahoma. 


Book compiled from State Records—giving 
by counties, number and makes of Autos in 
Oklahoma, number of tractors, farm popu- 
lation, main products, etc.—yours for the 
asking. 


OKLAHOMA FARMER-STOCKMAN 


Oklahoma City, Okla. 
Bdgar T. Bell, Adv. Mégr. 


E. Katz Special Advertising Agency 
New York Chicago Kansas City San Francisco 
J. B. Keough, Atlanta, Ga. 






The Oklahoma 


FARMER - STOCKMAN 
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Incomparable 


HERE is nothing in the news- 
paper world to be compared 
with the Sunday Edition of The 
New York Times—in quality of 
news—in pictorial features—in cir- 


culation—in advertising. 


Its sale, in excess of 500,000 
copies, gives to it one of the great- 
est Sunday circulations of any news- 
paper in the world. In five months 
of this year the Sunday edition of 
The New York Times excelled 
every other New York Sunday 


newspaper in volume of advertising. 


The New York Times 























The Present Status of the Federal 
Bureau of Publicity 


Cummins Bill, Reintroduced, Doesn’t Stand Much Chance of Immediate 
Passage 


Doremus & COMPANY 
New York, June 6, 1919. 
Béitor of Printers’ Ink: 

I have been greatly interested to note 
that renewed effort is being made to 
secure the passage by Congress of a bill 
to create a Federal Bureau of Publicity 
under the general direction of the Sec- 

y ommerce. 
=< recollection that such a bill 
was introduced in Congress over two 
years ago, at which time it occ asioned a 
great deal of discussion among advertis- 
ng men. 
Would you be good enough to tell 
me, through the columns of PRINTERS’ 
Iv, if this is the same bill, the pas- 
sage of which was being urged at that 
time, and whether any really definite 
action has as yet been taken toward its 
. ? 
= E. T. Tomurnson, Jr., 
Vice-president. 


HIS is the same bill, known 
as the Cummins Bill, that was 
introduced by Senator A. B. Cum- 
mins on August 4, 1917, as de- 


scribed in considerable detail in 
Puuters’ Inx, issue of August 16, 
1917. Its purpose is set forth as 
follows: “To establish a Bureau 
of Publicity in the Department of 
Commerce to have charge of all 
the advertising of the Federal 
Government; to secure greater 
publicity for information intended 
for the general public and coming 
from the various departments of 
the Government; to advise and 
counsel with all private interests 
regarding foreign advertising, and 
to co-operate with organized ad- 
vertising interests of the nation 
in promoting and in securing legis- 
lation to compel adherence to 
honesty and reliability in the ad- 
vertising of all firms and indi- 
viduals throughout the nation.” 
This bill has now been reintro- 
duced and referred to the Com- 
mittee on Commerce of the United 
States Senate. It provides, among 
other things, “That a director of 
suitable knowledge and experience 
in the business or profession of 
advertising be appointed by the 
President to administer the affairs 
of the Bureau of Publicity under 
the general direction of the Sec- 
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retary of Commerce.” It also pro- 
vides for the creation of a Pub- 
licity Conference Board, “consist- 
ing of the Secretary of Commerce, 
the Secretary of State, the Sec- 
retary of War, the Secretary of 
the Navy, the Postmaster-General, 
the Secretary of the Interior, the 
Secretary of Agriculture, the Sec- 
retary of the Treasury, the Sec- 
retary of Labor and the Attorney- 
General, all acting ex-officio.” 

Secretary Redfield, in comment- 
ing to a Printers’ INK representa- 
tive last week on the proposed 
measure, and speaking for the de- 
partment which he heads, states 
that his branch of the Government 
stands ready to undertake the task 
of clearing all Federal advertising 
through a special bureau such as 
is proposed for the purpose. “It 
has always seemed to me,” said 
Secretary Redfield, “that the own- 
ers of the Government (the peo- 
ple) and its board of directors 
(the Congress) should have better 
and fuller means of information 
concerning it than now exists. 
Such work is not the normal func- 
tion of the daily or weekly press 
save in small part, and the want 
of some good medium of infor- 
mation is daily apparent from in- 
correct and incomplete statements 
on every hand.” 


MUST TRAVEL DEVIOUS PATH OF 
USUAL BILL 


While the Department of Com- 
merce has not yet had the bill 
brought to its attention, due in 
part to the delays incident to the 
reorganizing of the Senate Com- 
mittee on Commerce to bring it 
under Republican control, it is un- 
derstood that the first step will 
be for the committee to consult 
with the Department of Com- 
merce, of which the Bureat of 
Publicity would become a work- 
ing member, before it conducts 
hearings upon, considers or reports 
out the bill. 
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The chance that this bill will 
receive any considerable attention 
from Congress, however, during 
the next few weeks is not great, 
owing to the fact that the Com- 
merce Committee at present has 
before it the rather formidable 
task of shaping a legislative policy 
and programme for the develop- 
ment of the American merchant 
marine. Pending the disposition 
of this issue, other responsibili- 
ties assigned to the committee will 
have scant attention. Furthermore, 
the intimations in correspondence 
already reaching Washington that 
before Uncle Sam commits him- 
self to a given advertising policy 
many private interests will seek 
a hearing, strengthens the inclina- 
tion of members of the Commerce 
Committee not to take this ques- 
tion up until it can be thoroughly 
threshed out. 


EXPECTED OPPOSITION 


While the past few months have 
witnessed marked development of 
a sentiment in Congressional cir- 
cles favorable to the creation of 
a governmental clearing-house for 
handling all Federal advertising 
and publicity, it is not to be ex- 
pected, in the opinion of experi- 
enced observers at. the Capitol, 
that the project will have smooth 
sailing. For one thing, it is sur- 
mised that opposition will be en- 
countered in the departments 
which already have more or less 
pretentious information or pub- 
licity bureaus, organized to meet 
their special and specific require- 
ments. Persons familiar with 
conditions in Washington during 
the war will recall in this connec- 
tion the stubbornness with which 
certain governmental institutions 
insisted on their right to continue 
their independent publicity bu- 
reaus and refused to clear infor- 
mation through the Creel Com- 
mittee. That there is a certain 
element in Congress that is not 
yet sold on the value of the gov- 
ernmental advertising in its larger 
aspect has also to be recognized. 
It was this element which was 
largely responsible for the com- 
paratively recent failure of the 
United States Bureau of Foreign 
and Domestic Commerce to secure 


appropriations for an advertising 
expert and a trade-mark expert, 
this in spite of the fact that the 
salaries contemplated were far be. 
low the figure of $6,000 per an- 
num, fixed in the Cummins Bill 
for the Director of the Bureay of 
Publicity. 

It is important to observe that 
the ¢ ummins Bill, while it cen. 
tralizes the function of preparing 
and placing the Government ad- 
vertising and publicity, does not 
commit the Government to any 
greater extent than heretofore to 
a policy of employing paid adver- 
tising. Furthermore, the question 
of policy as to the purchase of 
space and the amount of space to 
be purchased is left just where it 
was before—namely, to the indi- 
vidual discretion of the heads of 
the various departments and goy- 
ernmental institutions. In other 
words, the Cummins Bill holds 
out the ideal of standardization of 
governmental copy and of stand- 
ardization in methods of placing 
and checking copy, but leaves the 
respective branches of the Gov- 
ernment with the last word in all 
these matters, for the reason that 
all advertising bills must be paid 
from their appropriation, 

The greatest measure of pop- 
ular support for the bill is 
counted to be won by the pro- 
visions which will further the 
cause of American advertising 
abroad. Specifically, these would 
obligate the proposed Bureau of 
Publicity to employ experts who 
would give counsel free of charge 
to private firms desiring advice 
with regard to advertising for 
foreign trade, and would further 
obligate the Bureau to “employ 
such advertising or publicity as 
may promise to be most efficient 
to disseminate in the United 
States valuable information and 
data supplied by American con- 
suls in foreign countries as to op 
portunities existing in those coun- 
tries for the promotion of Amer 
can commercial or other inter- 
ests.” This latter provision rep- 
resents the nearest approach m 
the entire bill to a specific require- 
ment calling for the use of paid 
advertising by the Federal Gov- 
ernment.—[Ed. Printers’ INK. 
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Headlines That Jolt the Reader 


into Action 


It Would Seem Possible Absolutely to Establish Reader Interest in an 


Advertisement if Cert 


By A. L. 


IS companions in the agency 

conference looked at him 
sityingly. What was this he was 
aying? It had the sound of 
heresy. He was asked to repeat 
the remark. 

*I contend,” said he, “that we 
can force,people to read our ad- 
vertisements. There is such a 
thing as skip-proof copy.” 

“By that you mean there is 
such a thing as an advertisement 
tht demands attention’” sug- 
gested one of his companions; 
“an advertisement with a guaran- 
teed audience ?” 

“Precisely. And the promise is 
a large order to fill when you 
consider the number of advertis- 
ing pages there are in our cur- 
rent magazines.” 

‘If you know the combina- 
tion,” someone laughingly re- 
joined, “there is no reason why 
you should not be a millionaire 
ina month. But we have to be 
shown. What is the big idea?” 
“Headlines,” was the rejoinder, 
‘tick headlines. Now what I am 
going to tell you is not based on 
theory. I have been investigating 
ad experimenting for a year. 
On trains, in common carriers 
everywhere, in clubs and homes. 
[have been a Peeping’ Tom for 
twelve months and a look-over- 
the-shoulder Sherlock Holmes. 
The results of this curiosity are 
mteresting. I have quietly ob- 
served men and women rippling 
through magazines and news- 
papers. I think I know when they 
stop, why they stop and what pe- 
tuliar psychology of typed mer- 
tlandising literally forces them to 
tad an advertisement, whether 
hey are an immediate and re- 
teptive prospect or not.” 
lets have it,” they all 
jomed in. 


‘The headline or the first few rs 


4 


ain Rules Are Observed 


Townsend 


opening paragraphs of a piece of 
copy,” continued the agency man; 
“a principle as old as Adam, is at 
the root of it. We all need to 
have our curiosity aroused, in a 
measure. Modern advertising is 
intended to educate us in the mat- 
ter of buying things we have 
never bought before or switching 
over to a new brand, that might 
or might not be better. 

“But there are many messages 
and a wonderfully diversified se- 
lection of any one product. Ad- 
vertising is intended, of course, 
for people who are half sold— 
who begin by wanting something 
yet are undecided as to the kind 
or the brand or the price or the 
make. Then there is the larger 
audience, the market of those who 
must be taught how and what to 
buy. 

“T make the statement without 
hesitation that more people would 
buy more things if they could 
only be persuaded thoroughly to 
digest the advertiser’s story. It 
is because they do not know and 
do not understand that they fail 
to reach the dealer. A slow mar- 
ket on many lines is due, directly, 
to the fact that the advertising 
was never really read. We can sell 
them the goods if we can only per- 
suade them, coax them, wheedle 
them, into reading the ad.” 

This was greeted by nods of 
approval. 


WHAT IS THERE TO FORCE ATTEN- 


TION? 


“It is not, nowadays, that. ad- 
vertising is poorly written or 
hastily put together. It is rap- 
idly reaching an anti-climax of 
cleverness and excellence. It’s 
improving so rapidly that even we 
who are engaged in its produc- 
tion open the magazines with in- 
finite respect. But we are begin- 
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ning to encounter trouble in forc- 
ing our market to digest what we 
write and draw.” 

“Your art should make them 
stop, look and listen,” suggested 
one man present. 

“Once upon a time, yés. But 
see how much super-decoration 
we have. Never were so many 
illustrations used as now; never 
were they so fine! No, the 
psychology is deeper than that. 
My personal investigations show 
that moderately unusual ‘teaser’ 
headlines are the real secret. Yet 
the thing is very obvious, very 
elementary. A publisher of books 
told me that the title of a novel 
has much to do with its success. 
People select books with attrac- 
tive, sentiment or curiosity-arous- 
ing titles. They read articles in 
magazines in the same way. Some- 
thing about a certain group of 
words, starts reactive impulses. 
‘Guess I’ll read that,’ we say, as 
we thumb over a newspaper or 
magazine. The caption gets us, 
in almost equal proportion to the 
fame of the author. 

“But back to my experiment. 
On my train, going home nights, 
I never took the same seat twice 
if I could avoid it. And I de- 
liberately watched to see what 
people read. Nine times in ten, 
if it happened to be the adver- 
tising section, they were attracted 
and stopped by. a headline that 
boiled down some big or vital or 
strange or surprising fact. It is 
so human to fall for it—so like 
all mankind and womankind. 
Curiosity—there’s white magic in 
the very word. We never grow 
too old nor too prosaic, to be 
curious. 

“Yet I do not find that this 
human weakness has been im- 
moderately fed in advertising. 
Comparatively few campaigns 
make it the basis of consistent, 
month-after-month appeal. In 
our own work here, we fail to 
grasp the full significance of its 
power. And I wonder why. 

“We are living in an age when 
people want to know. They are 
hungry for knowledge. Asking 
questions and having them an- 
swered is a popular fad just now. 


INK 


“Arthur D. Little, Inc, came 
out with a page display that fits 
in with my argument exacth 
The title was, ‘Chemistry and 
Your Clothes.’ I confess I 
wanted to read that text to see 
just what connection there was 
between chemistry and the suit j 
wear. And I did read it. | fet 
I would be learning something 
from the advertisement that I did 
not know before. See the Sim- 
mons Company display with its 
lead-off of ‘Why Can’t You Get 
Better Rest?’ I claim that is a 
skip-proof headline. A great many 
people do not get the rest they 
should at night. And when you 
read on down and see what a 
difference there is in beds and in 
mattresses, you are not regretful 
at having been lured into three 
columns of type. The advertise- 
ment has delivered the goods, 
It has brought up a question that 
is of common interest. 


THAT COMPEL FURTHER 
READING 


TITLES 


“A Wurlitzer advertisement is 
captioned, ‘If Paganini Were 
Alive To-day.’ Arouses anyone's 
immediate interest. You experi- 
ence a wild desire to see what 
follows. Every music lover will 
go further than the title, that’s 
certain—and this is the Wurlitzer 
market. ‘Redwoods and Your 
Milk Supply.’ I myself saw a 
man on a suburban train feverish- 
ly run down through the mes- 
sage of that page. He could not 
imagine what redwood trees had 
to do with milk. That redwood 
makes a mighty fine silo for 
dairy farms is sufficient justifica- 
tion for the title. I admire these 
curiosity-teasers only when they 
are relevant—please get that 
point! 

“The Automatic Electric Com- 
pany, when it first introduced its 
private automatic exchange idea, 
gave over considerable space to 
a telephone, from the receiver of 
which ‘Que hay’ was issuing im 
bold letters. Every man in 
room, I venture to say, read that 
advertisement, to know what tt 
meant. And it was nothing more 
nor less than Cuba’s bit of ver 
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The National Character of Washington 
Nationalizes Advertising in 


THE WASHINGTON STAR 





To view Washington simply as a local com- 
munity, one of many, you are neglecting an in- 
fluence which no other city in America can exert. 
A national interest which centers in the Nation’s 
Capital ; and a national influence which radiates 
from it, through its cosmopolitan population, into 
every big city and small hamlet throughout the 
length and breadth of this country. 


You are really appealing to the nation when 
you address the Washington public. 

Thus in a very literal sense advertising in the 
Washington Star is national advertising—judi- 
ciously begun; because The Star gives you not 
only the numerical strength of its overwhelming 
circulation ; but the benefit of its wonderful pres- 
tige with merchants and public—earned by its 
consistent integrity as a newspaper. 


We are ready to help nationalize any worthy 
product—but it must be worthy of the Star’s 
columns. Then will it be stocked by the Wash- 
ington Shops and bought by the people. 


You need but one medium in Washington— 
that’s The Star. 
Interesting data pertaining to any 


specific line will be furnished by 
our Statistical Department. 


Che Zvening Stat 


WASHINGTON, D. C. 


Write us direct—or through our 


New York Office Chicago Office 


Dan A. Carroll J. E. Lutz 
Tribune Building First Nat. Bank Building 
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nacular, when she goes to the 
phone and calls, ‘What it is?’ 

“Don’t Throw Away the Price 
of a House,’ says the Southern 
Pine Association, and my wife, 
who wants to own one some day, 
digests every word of that adver- 
tisement. She learns over again 
that money paid out in rent is 
money gone forever. We both 
need the reminder, by the way. 

“T have made up a list of some 
current advertising captions that 
give you an exact idea of the 
tremendous tug of the printed 
word when it is used to shrewd 
advantage. People will read 
them and will want to know more: 

“‘The Words that Colorado 
swapped with Michigan.’ 

“*Who are the Joneses?’ 

“‘Four times around the earth 
on a quart of oil.’ 

“‘*Successor to the Ice Man and 
his tongs.’ 

“ ‘Dynamite’s Next Great Task?’ 

“Tt Takes Five Hours’ Boiling 
to Can Bear Meat.’ 

“When Fate and Fire Throw 
Dice.’ 

“When the St. Paul Capsized.’ 

“‘Photographing a Thirty-thou- 
sandth ‘of a “Click.”’ 

“ ‘How Long Does It Take You 
to Smoke a Cigar?’ 

“It Picks Your Pocket While 
You Look On.’ 

“*An Advertisement to Travel- 
ing Men Who Sell Shoes.’ 

“Take that last title; it was 
supposed to be a direct message 
to shoe salesmen from the Good- 
year Tire & Rubber Company, but 
you know and I know that every- 
one will read it. Curiosity. 
Wearers of shoes will want to 
be let into the secret, whatever it 
is. And it was written with this 
dual purpose in mind, of course.” 

“But is that an ethical ap- 
proach?” one of the party in- 
quired. “Descending to an appeal 
to mere curiosity would seem 
rather beneath advertising’s higher 
purpose and province.” 

“After you have done with all 
the fine phrases, and the idealistic 
small-talk,” was the response, 
“curiosity is not a_ belittling 
human trait. All education is 
grounded in it. That’s why we 


INK 


progress. If we were not Curious 
we would never go far. J think 
the right kind of curiosity should 
be encouraged. When my kids 
fire a basket of ‘Whys’ at me | 
do not lecture them about it. | 
answer the questions. 

“The main thing is to force at. 
tention. And one way to do it 
is to arouse curiosity. Certain 
questions demand an answer. Peo. 
ple can’t rest until they know just 
a little more. It was necessary 
for me to read a series of adyer- 
tisements on sewing machine mo- 
tors to my wife, in order to make 
her clearly understand that she 
should have one and that it was 
stupid not to have one, 

“Certain advertisements are not 
skipped. And if you analyze the 
reason of it, you get back to first 
principles of human nature and— 
the ingenious headline.” 


“mn . x99 7 fan) . 

Collier’s” Ten Cents West of 

Mississippi 

Beginning with the issue of May 3! 
the price of Collier's was raised to ten 
cents per copy west of the Mississippi 
River. 

“Collier's did not advance its price on 
a zone basis at the time the first postal 
increase went into effect,” says A. C. G 
Hammesfahr, vice-president and general 
manager, “but, as there is no sign of 
relief in the near future and with an- 
other raise in rates July 1, it is neces 
sary for us to make this move.” 


Winchester Arms Buys Pocket 
Knife Company 

Repeating Arms 

Company, New Haven, Conn., has pur 


The Winchester 
chased the Eagle Pocket Knife Com 
pany, Inc., of the same city. The Eagle 
company has_ specialized in popular- 
priced one- and two-blade steel handle 
knives. 


New Export Publication 


A new publication in the export field 
is the Export News, published by the 
New York Export News Co., Inc., New 
York. It is a monthly magazine, the 
second issue having just appeared. The 
paper is controlled by Harwdod Palmer, 
who is also president of Marine News. 


H. Cantlon Rejoins Baker 
Agency 


Harry Cantlon has rejoined the stat 
of the Baker Advertising Agen, To 
ronto. He was formerly with McCor 
nell & Fergusson, Limited, London, Ont 
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The Great 
After-the-War Question 
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HE outstanding piece of 
American after-the-war 
work will, unquestionably, be 
that of the intelligent Ameri- 
canization of the foreign born. 


Every labor, social or economic 
problem finds its roots in this 
vital need of American life. 
Sensing the great importance 
of this movement, the editors of 
THE LADIES’ HOME JOURNAL 
have perfected arrangements 
to make this subject a part of 
its largest plans for notable and 
authoritative treatment. 
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SERIES of articles, the ma- 
terial for which has been 
carefully collated for weeks, will 
be presented in THE LADIES’ 
HOME JOURNAL. 


Under the Direct Editorship of 
We Honorable Franklir X dene 
Stcretary of the Gulerior 


The articles will be written by Miss 
Esther Everett Lape, a trained American- 
ation expert, who will work in direct 
association with Mr. Fred. C. Butler, 
Director of the United States Govern- 
ment’s Bureau of Americanization. 

The series will thus bear the stamp 
of care of preparation and of authority of 
presentation. 


She Eclitord of— 


Philadelphia, June, 1919. 
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If You Could Choose 


Your Readers 


If you could pick the readers of your ads, you 
would choose all prospects—men in whom you 
could create a desire for your merchandise— 
men who could all afford to buy your product. 


All of the over 700,000 members of the 
Y.M.C.A. are prospects. They are men who 
buy all the necessities of life, and are eager for 
many of the luxuries. 


You can reach this entire group through the 
columns of Association Men—the official organ 
of the Y. M.C. A. The advertisements are read 
and they bring results. 


Write us for particulars 


ASSIEYAAION 
V 


347 Madison Avenue, New York 
Western Office: 19 S. LaSalle St., Chicago 





P.S. Don’t forget that the women read it, 
too. Association Men has developed into a 


real home magazine. 























Good Fellowship Helps to Popular- 
ie a Well Known Brand of Cigar 


How the United Cigar Stores Company Has Doubled the Sale of 
“Orlando Cigars” 


By Burnham McLeary 


HE smoking public in Ameri- 
ca, which comprises nearly 
every carefree mortal in the land, 
has again shown itself responsive 
to good-fellowship in advertising 


copy. ; 

Prince Albert and Ricoro were 
the pioneers. Now comes Orlan- 
do, puffing its way to popularity 
through the “Blue Haze of the 
Big Smoke Circle.” Reports from 
the United Cigar Stores in Phila- 
delphia are to the effect that more 
than half the Orlando customers 
are naming their “smoke” by 
means of a high-sign! New prob- 
lem: to train one’s clerks to re- 
spond to the language of the mys- 
tic order promptly and without 
batting an eyelash! 

Once upon a time, in the writ- 
er's boyhood days, a secret order 
of “Buffaloes” was established. All 
one had to do to join was to be 
invited by some good fellow, pay 
over to him 37 cents (which he 
kept) and be initiated. He was 
then entitled to initiate others, 
they, too, paying the same modest 
initiation fee. According to best 
recollections, not a boy for miles 
around but what joined and 
took rare delight in passing the 
secret along to other neophytes, 
who, in turn, gladly lined up for 
membership, each with his 37 
cents. b 
It is the same innate love of 
mystery, of secret high-signs, 
grips and pass-words, that is be- 
ing capitalized in the Orlando 
campaign. The campaign at this 
writing is less than twelve weeks 
old, and yet the sales of this cigar 
—which have always been very 
substantial—have been more than 
doubled! When one remembers 
the length of time it took to estab- 
lish some of the better-known 
secret fraternities, one may well 
be surprised at the quickness with 


Through the Mystery Appeal of High-Signs 


which the smoking public has as- 
similated these “high-signs of Or- 
lando.” 

Needless to say, any advertising 
copy that can produce results 
such as these is not the sort of 
stuff that can be dashed off in a 
few glowing moments. It has to 
be built, and built with the utmost 
care—especially in view of the 
fact that practically one man out 
of every two is a member of some 
secret order, knows the sort of 
thing men do in their-lodges or 
encampments, and will catch you 
instantly if a single note in your 
advertisement fails to ring true. 

The story of this campaign, 
therefore, is largely a copy story 
and the fun of studying it is to 
observe how remarkably the spirit 
of the secret order has been 
caught and how cleverly it has 
been utilized to persuade men to 
“make a noise like a small coin 
and give the pass-word—‘Orlan- 
do!’” 


THE TASK OF THE ADVERTISING 


With cigars, of course, as with 
many another product, the real 
stunt is to get a man to “try one.” 
That is all that any advertising 
can do; the cigar, if you please, 
must do the rest. When, there- 
fore, the product can be invested 
in an atmosphere of mystery and 
can at the same time be tied up to 
the purchaser with those most 
powerful of bonds, the bonds of 
good-fellowship, the battle—so far 
as advertising can fight it—is 
pretty largely won. 

The challenge was to produce a 
success that would equal “Ricoro.” 
The challenge was accepted—with 
the proviso, however, that practic- 
ally all the appropriation for a 
year’s campaign be available for 
use over a period of twelve weeks. 
It could be done in twelve weeks, 
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the advertiser was told, if it could 
be done at all. 

And so, early in April, appeared 
the first of the series of twenty- 
four advertisements entitled the 
“High Signs of Orlando.” Each 
advertisement shows a smoker 
giving a different high-sign— 
twenty-four in all. Moreover, 
each advertisement features a dif- 


Ne 


High Signs rlando 
Onty those who are deep in che mner jore of the Order 
{ Orlande use this signai—the Sign of the Bager Ears 
He listens—a mendly challenge to anybody « 
better cigar than Orlando This ‘old bird” has seen brand 
come and go— he knows it can't be done 


name « 


Approach tum softly, triend—nell et you m on nis 
wert score Follow him w Scarlet Temple where 
the Brothers mest— youll know « by the age United 
Te the Custodian of the Counter whsper ome word 


rlando 
TWKe Sign of a Good Cigar 


&t you are looking ror a 
mild egar of character 
yeu find am Orlando UW my it 
you are seking tor a big t 
cigar or » email cigar or + 
tow-priced eigar Orland: 
will answer your every wish 


i 


UNITED CIGAR STORES 





GOOD-NATURED COPY LIKE THIS ATTRACTED 
CIGAR SMOKERS 


ferent type of smoker, each the 
living image of one of the original 
hail-fellows-well-met. 

“Steady!” warns the Captain of 
Industry, right hand lifted as a 
time-honored high-sign to stop, 
and with a smile and a look about 
the eye as of wisdom gained from 
long experience; “Steady!” says 
he, “and pay attention, brother. 
Here’s the sign of the High Mitt. 
You just can’t overlook this one. 
Anyway you look at it it means 
Stop! 


INK 


“Here’s the first degree is 
Order of Orlando. It teaches 
to stop smoking promiscuously— 
stop spoiling a good tobacco taste 
and ruining your nerves without 
reason. 

Stop and revel in the Wholly 
Right—get the touch of the Sy. 
preme Tobacchus in your blood 
Stop and learn the secret of Or- 
lando—a cigar of the highest or. 
der.” 

_ One of the most effective adver: 

tisements in the series was timed 
to appear in New York papers the 
week that the 27th Division re- 
turned from France and marched 
up Fifth Avenue in the most en- 
thusiastic triumph New York has 
ever known. This piece of copy 
shows the soldier back in “civies,” 
hand at the brim of his hat, and 
in the act of giving a remarkably 
genial salute. The Orlando be- 
tween his teeth is tilted at a 
jaunty angle. 

“Attention, brother, attention! 
Our ex-military friend, who has 
just joined the Order of Orlando, 
gives you the sign of merit—he 
salutes Orlando—the — superior 
smoke. 

“He salutes—like millions of 
brother smokers—the rich mellow 
bouquet of Orlando Cigars. 

“He salutes—like millions of 
brother economists—the remark- 
able value of Orlando Cigars. 

“The Order of Orlando is the 
3rotherhood of Equality. No man 
is your superior—but when you 
get your first Orlando and inhale 
your first puff—well, you just nat- 
urally want to salute the superior 
quality of Orlando.” 

But it must not be thought that 
those who learned to smoke two 
generations ago and whose taste 
in cigars is ne plus ultra or sim 
qua non, whichever you like, are 
neglected. On the contrary, the 
youngest member of the order is 
an octogenarian with only two 
teeth, but those teeth, thank Prov- 
idence, bite a fresh Orlando! His 
is a note of regret that he missed 
this smoke for so many years. 

In another ad, an ancient and 
bearded comrade with a piercing 
gaze and a glint in his eye, % 
giving High-Sign No. 1. Hand 





the 
*S you 
usly— 
) taste 
ithout 


Vholly 
e Su- 
blood, 
f Or- 


st or- 


adver- 
timed 
rs the 
mm re- 
irched 
st en- 
k has 
Copy 


ntion! 
0 has 
lando, 
it—he 
perior 


us of 
aellow 


ns of 
mark- 
irs, 

is the 
O man 
n you 
inhale 
st nat- 
perior 


it that 
e two 
taste 
r sine 
e, are 
y, the 
der is 
y two 
Prov- 
! His 
nissed 
irs. 
t and 
ercing 
ye, is 


Hand 


PRINTERS’ INK 87 


shading eyes it’s the sign of the 
4 ao the search is ended. 
The secret is revealed. He’s 
found it—the perfect smoke. And 
now he looks no more. He has 
joined the Order of Orlando. 

The O in Orlando, by the way, 
is no ordinary O. It is decorative 
and symbolic—and . in keeping 
with the language of mystery. For 
years an American spread-eagle, 
each claw gripping an arrow, had 
been hiding in the Orlando cigar 
band. When the present campaign 
was decided upon, this eagle was 
captured, transferred to the cen- 
ter of the initial letter and set 
eagly to work in the furtherance 
of the “Order.” 

An interesting sidelight on the 
way in which these high-signs 
came into being is the fact that not 
even the men charged with their 
invention thought it possible, at 
first, to develop more than twelve 
and have them rea!''y effective. 
These created, however, it was 
thought that possibly four more 
could be thought up, and the first 
eight then repeated. An idea for 
a seventeenth decided them to 
carry the series through and es- 
tablish twenty-four high-signs or 
grips, all different. 

While, as has been suggested, 
the copy reads as if it came spon- 
taneously, the truth is that even 
after a piece of copy seemed en- 
tirely right it was often kept in 
the office a week or more just so 
it could “age” and the peculiar 
symbolism of the mystic order 
could be corroborated. One thing 
was zealously studied. The in- 
flexible test was that each piece of 
copy should have in it enough 
real humor to provoke a smile. 
Only in this way was it possible 
to surround the cigar with the at- 
mosphere that would popularize it 
with the vast majority of men who 
lve and thrive on good-fellow- 
ship. 

While a great deal of attention 
has always been paid to the train- 
ing of the store managers and 
clerks in the United Cigar Stores, 
ithas been particularly important 
in this campaign to have the 
derks so thoroughly coached with 


regard to the high-signs that they 
would promptly respond when a 
customer gave the wig-wag. Ac- 
cordingly three letters were sent 
out at intervals of ten days, each 
carrying in the lower right-hand 
corner a picture of one of the 
“members” giving a high-sign. The 
following is typical of the message 
they carried: 


“Dear Mr. Store Manager: 

“*Who Discovered Ricoro?’ was un- 
questionably the livest, most progres- 
sive idea ever put back of selling a 
cigar, and some people said it was so 
good that it was merely an accident. In 
fact the company challenged us to pro- 
duce an idea for Orlando Cigars that 
would be half as good. When we tell 
you that the campaign back of Orlando 
is even better than the Ricoro cam- 
paign, you can look forward to a rec- 
ord-breaking demand for Orlando. 

“But, good as this advertising is, 
your co-operation is vital for the real 
success of the campaign. It is up to 
you and your fellow workers to cash in 
on the live ideas presented in this 
advertising—on the good-fellowship we 
dwell on, and the appeal to the universal 
sense of humor. 

“In calling Orlando the ‘sign of a 
good cigar’ and in introducing into the 
advertisements signs and signals of va- 
rious kinds, we are cashing in on the 
universal language of signs. To the 
millions of men who belong to secret 
orders and societies in which secret sig- 
nals play an important part, the appeal 
is a live, straight-hitting one. But it is 
a wider appeal than that, for it is ap- 
preciated by everybody. The signal of 
the traffic policeman, the salute of the 
soldier, the signal you give the motor- 
man—all these are the language of 
signs. 

“We have created the Order of Or- 
lando. All men who smoke Orlando 
Cigars are members of the order. We 
have originated our own signals, but, 
unlike the signals of the secret socie- 
ties, we divulge our high-signs so that 
all may use them. 

“The initiation is very simple. The 
man hands you his money for an Or- 
lando Cigar. You pass him the cigar. 
Automatically he becomes a member of 
the Order of Orlando. You and every 
other salesman in the country are on 
the membership committee 

“Get wise to the signals! Be pre- 
pared to have them sprung on you’ by 
humorous-minded customers. Get into 
the spirit of the advertising and help to 
gather for Orlando the greatest number 
of followers that were ever behind any 
cigar : 

“The co-operation of every member 
of the organization from the president 
down will be yours. 

“Yours for progress.” 


Incidentally, the campaign has 
proved that a cigar can be sold by 


good-fellowship copy, whether 
that cigar be Havana or domestic. 
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As a matter of fact, that’s one of 
the secrets of the campaign. 
Hardly a man, except those who 
make the cigar and a few of the 
exalted sachems who write the 
copy, knows the kind of tobacco 
that goes into its composition. 
“What difference?” they ask. 
“You either like it or you don't, 
and if you like it you’re going to 
buy it and smoke it, regardless of 
its botanical standing!” 

The advertising copy from 
which the foregoing excerpts have 
been quoted is appearing in the 
newspapers in cities or towns hav- 
ing three or more United Cigar 
Stores, and is also being inserted 
in a number of the periodicals. 
The campaign is handled by the 
Federal Advertising Agency. Dur- 
ing the first week of the campaign 
arrangements were also made for 
solid window displays, but the 
cigar “went over” so big that this 
plan has been modified to permit 
the factories to catch up with 
their quotas. 

Certainly the fact that “Orlan- 
do” has been made the pass-word 
for a new secret order, and that 
it has been surrounded by all the 
mysteries of the secret fraternity, 
its high-signs, grips and pass- 
words, is responsible for the phe- 
nomenal sales increase which has 
resulted from this new drive on 
the part of the United Cigar 
Stores Company. There is only 
one trouble. So thoroughly have 
these people pre-empted the mys- 
tery of the secret order as a key- 
note for advertising copy that 
other manufacturers will have to 
wait perhaps until the next gen- 
eration of smokers lights up be- 
fore it will be safe for them to 
adopt it! 


Offers Vigilance 
Committee Service to 
South America 


HE Pan-American Commercial 

Congress, in session at Wash- 
ington last: week, had as one of 
its speakers, Herbert S. Houston, 
of Doubleday Page & Co., who 
took as his subject “Pan-Ameri- 
can Journalism as the Torch of 


INK 


Progress.” He considered the 
three-fold power of the press to 
give light through news, Opinion 
and advertising. In discussin 
Eat “8 . g 
advertising, Mr. Houston sug. 
gested the good that would te 
sult if both the North and South 
American continents were repre- 
sented in the councils of the AA 
C. of W. convention next fall — 
“For one thing,” he said, “the 
journalists of Latin America will 
learn how seriously the publishers 
and business men in this country 
look upon advertising and how 
jealously they guard its good 
name. In this connection it would 
increase both friendship and trade 
between the continents if the few 
export manufacturers in the 
United States who are careless 
both of their country’s reputation 
and their own, should be made 
known to publishers so that they 
might be denied advertising space 
in which they could offer their 
goods for sale. 

“As a publisher I believe I can 
speak for North American pub- 
lishers in saying that we would not 
knowingly accept an accouncement 
from an advertiser, who failed to 
deal fairly with his customers or 
whose goods were not as adver- 
tised. And I have been com- 
missioned by President D’Arcy, of 
the Associated Advertising Clubs 
of the World to say, here and 
now, that the Vigilance Commit- 
tee of the Clubs will immediately 
investigate, without charge, any 
responsible complaint, either of 
unreliable advertising or of un- 
fair trade dealing, brought against 
a North American exporter. 

“The great body of exporters 
in the United States is made up of 
men and companies of the highest 
character and the Associated Ad 
vertising Clubs are organized to 
protect both them and the buyers 
of American goods against the 
sharp practice of the dishonest 
few.” 


The Republican-Herald and Independ- 


ent, of Winona, Minn., have combined 
as the Republican-Herald. The paper 
will be represented in the West by the 
C. J. Anderson Special Agency, \# 
cago, and in the East by Ralph R Mul- 
ligan, New York. 
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The 
New York American 
announces that 


MR. E. L. CLIFFORD 


for the past seven years Advertising 
Manager of the Minneapolis 
Journal, has been appointed 
Business Manager of 
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For the Agency Copy Man Only 
June 7, 1919 Vol. I, No. 1 
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Halftones or Zincs? See Page 4. 
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Individual Service 





Ls abieowe 
We may be able to decide a point it would take you 


hours of studying to determine. 


If you read every one of these little “F E C’s” for a 
year, and had I the genius to cover only those vital 
points in farm copy in which you are interested, still 
at the end of that time we would not have covered all 
the ground. Far from it. 

And maybe today or next week you will run into a 
new kind of account or a new slant on one of your 
present accounts, and get into deep water. It might 
take you hours of studying and a trip to the Pub. to 
find what you wanted, and then you couldn’t be sure. 
You want quick action. 

These folks will be mighty glad to study your idea, 
plan or illustration and give you their opinions for 
what they may be worth. Always you'll get an answer 
promptly, and of course it will be confidential and 
will incur no obligation of any kind. 





Raymond Olney 


Cornell M.E., President American Society of Agricul- 
tural Engineers. Farmer, graduate engineer, exper- 
imental farm and shops Hart-Parr C€o.; Advance- 
Rumely Co., advertising department, editer Farm 
Engineering; now editor Power Farming. 


W. B. Jones 


College man with a “bug” for the mechanical. Worked 
for a year and a half in a garage, then put his knowl- 
edge to use in power farming. Prior to April Ist, was 
instructor in tractor short course at the University of 
Illinois. Now associate editor Power Farming. 


H. D. Allen 


Can’t say much for myself except that I’ve lived and 
dreamed and talked tractors since 1914. Started with 
the Implement & Tractor Trade Journal of Kansas 
City, then managed Chilton’s early tractor investiga- 
tions; then came here. Think I’ve been in every trac- 
tor factory east of the Rockies. 

Besides these, we have a “consulting board” of repre- 
sentative dealers and farmers who steer us whenever 
we get lost We've got ’em trained to answer back 
quick, and they help us to keep both feet on the 
ground. 





Knowing you’re right helps to keep the account sold 





FARM 
EQUIPMENT 


CoPy 


Page Seven 











92 PRINTERS’ INK 


For CATALOGS 


an extremely light weight 
paper that reduces 
mailing costs and increases 
printing results. 


FEATHERCOAT 


The Super-light enameled book paper 


In two weights, 46 and 37 Ibs. 
on 25 x 38 basis. 


Printers who fight shy of 
light weight papers, are 
delighted with’ Feathercoat. 


Its responsive surface 
enables them to bring out 
all there is in the type 

and halftones. 


Publishers and printers of 
catalogs should be sure 
to have us submit a dummy. 


Please communicate with nearest branch 


BERMINGHAM & PROSSER CO. 





Dependable Printing Papers for Every Purpose 





KALAMAZOO CHICAGO NEW YORK 





Behind the Scenes in Timely 
Advertising 


How One Advertiser Prepared for an Opportunity 


IMELY copy appears very 

often, also articles on timely 
copy. During the war, Secretary 
McAdoo’s advice—“Stop Waste, 
Wear Patched Clothes” — was 
featured by a local cleaner ,and 
dyer. At the time of a big milk 
strike, Aunt Jemima’s Pancake 
Hour advertised in the newspapers 
that no milk was needed to pre- 
pare pancakes if Aunt Jemima’s 
four were used. 

The General Electric Company 
advised its dealers some time ago 
to send out a certain letter pre- 
pared beforehand to its customers 
when the thermometer touched a 
certain point. Window trims were 
also prepared for the same occa- 
sion, and dealers were advised to 
keep in close touch with the 
weather man. It was pretty well 
known beforehand, however, in 
this latter case that the thermo- 
meter would reach that point 
sometime during the summer, so 
that the element of uncertainty 
was somewhat eliminated. 

In the case of the recent adver- 

tising of the Stanley Vacuum 
Bottle, which appeared in daily 
papers the day after the NC-4 
reached the Azores, timeliness was 
linked up with uncertainty. In 
other words, a great deal of prep- 
aration was entered into and a 
great deal of hard work was done 
on the supposition that something 
would take place in the future. 
_ The writer remembers a case 
back in his college days when he 
persuaded the White Rock Com- 
pany to furnish two carloads of 
White Rock Water for use by the 
Princeton baseball team on their 
spring training tour. The cars 
followed the team all over the 
south. The water was used ex- 
dusively at the training table, and 
when the Princeton team won the 
forthcoming championship the 
copy was to be featured contem- 
poraneously. 

But the Princeton team didn’t 
wn the championship that year! 


The Royal Tailors a few years 
ago also just missed out bn a 
timely piece of copy. At the 
time of the World’s Series, an 
advertisement in weekly magazines 
showed Connie Mack of the Ath- 
letics talking animatedly to John 
McGraw of the Giants, both com- 

















overseas flights 


the new vacuum bottle 


that will not break 


LL the flere both Amertean and Engiiah in the fight 
‘across the Adiantls Ovean took with them an unbreeb 





VACUUM BOTTLE 
STANLEY ONSULATING COMPANY. 
‘cmeay AammomJom Mass 
5 ome Stee 





THIS COPY WAS ALL READY WAITING FOR 
THE NC-4 TO ARRIVE AT THE AZORES 


pletely and beautifully clad in 
Royal tailored garments. The only 
unfortunate thing about it was 
that the Giants didn’t come across 
that year and so didn’t figure in 
the World’s Series. 

The Stanley Vacuum Bottle 
Company, however, got its copy 
ready long beforehand and won 
out when the NC-4 made good. 
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Lieut. K. H. Clapp was a naval 
aviator during the war. He flew 
a bomber for some time on the 
other side. On his flights, he used 
the Stanley Bottle, the biggest 
selling point of which is that it 
will not break, as it is made com- 
pletely of steel. He came back and 
got a job with the Stanley Insu- 
lating Company. He was naturally 
very much interested in the pend- 
ing flight of the NC-4, and long 
before the date set for the original 
start from Rockaway, he was on 
the job with a Stanley Bottle and 
had himself photographed, hand- 
ing one to the pilot. He also of 
course gave one to the NC-3 and 
the NC-1. 

Knowing that Raynham and 
Hawker were both up at St. 
Johns preparing for a trans-At- 
lantic flight, he took a trip up 
there also—a long hard trip which 
took several weeks. He gave both 
these pilots a bottle, had himself 
photographed and received letters 
from them after twenty-four hour 
tests of the bottle had been made. 
Copy was prepared, cuts made and 
everything in readiness waiting 
for the date of arrival across 
seas. Time after time false starts 
were made, bad: luck was expe- 
rienced, but finally the naval 
planes got away with a flying 
start and a whirlwind finish by the 
NC-4, which is now a matter of 
history. 

On the same day that the ad- 
vertisement shown herewith ap- 
peared in the daily papers, such 
retailers as Martin & Martin and 
Lord & Taylor in New York City 
had a complete window display 
showing the Stanley bottle and re- 
productions of the letters of Haw- 
ker and Raynham as attention- 
getters on either side of the dis- 
play. Crowds in front of the win- 
dows of these retail establishments 
proved the fact that the public 
like timeliness in copy and is in- 
terested when they see a man put 
it over. 

If genius is the infinite capacity 
for taking pains, timeliness in copy 
when the element of uncertainty 
is present must also be a form of 
genius. It certainly requires the 
capacity for taking pains. 
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Advertising Inseparable from 
Business 


Advertising made possible the 
accomplishments ofthis country in the 
cent war, said Francis H. Sisson Tin 
president of the Guaranty Trust’ Com 
pany, New York, in addressing the ~ | 
vertising council of the Chicago Ags. 
ciation of Commerce last week. 2 

“We realize as never before,” he said, 
“that advertising is limited only by the 
limitations of human nature; that its 
laws can no more be codified than cay 
those of human nature; that every ney 
discovery about human nature furnishe 
a new factor in advertising; that gj) 
our vaunted accumulation of advertising 
knowledge is only fragmentary, incom 
plete, disjointed, and defies definition jn 
concrete, precise, axiomatic terms, even 
as our knowledge of human nature, 

“Tt is well that we understand thes 
fundamental facts; that we comprehend 
how ideas have changed the world over; 
that we sense and study the new huma 
environment which exists to-day and 
which transcends academic formulas or 
doctrinaire notions. For there is a 
greater need to-day than ever in the past 
for scientific knowledge of commerce, 
distribution, trade conditions, finance, 
economics, psychology and art—in brief, 
all human knowledge—in the advertising 
profession.” 


SHOULD 
‘A WOMAN SMOKE? 


We don’t know—or—we can't sy. 
But we know that many of New York's 
charming women do indulge. And we 
know that we can supply the needs of 
those who do. 





Everything for the man or woman who 
has « warm spot in his or Her heart 
for a cool smoke. 


Try us for your favorite smoke! 


Dees (legs — Main and Furth Poors aa 


IS THIS GOOD ADVERTISING? 








Boston Export Paper to Be 
Monthly 


El Reporter Latino-Americano, m¥ 


published bi-monthly by the Shoe an 
Leather Reporter Company, Boston, wil 
be issued monthly, beginning with the 
July number. 


“Amerikorn” to Be Advertised 
' by Erwin & Wasey 
The Krause Milling Company, of Mi 
waukee, has appointed the Erwin 


Wasey Company, of Chicago, to adver 
tise its product, “‘Amerikorn. 
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i A Worthwhile Market 
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HE only way to thoroughly cover the South Bend 
territory, a balanced and growing market of 155,000 
factory workers and farm families, is by using the 
newspaper publishing morning and evening editions. 


The South Bend market is expanding rapidly. The 
Studebaker Corporation is spending millions in build- 
ing new plants. Oliver Chilled Plow will spend 
millions in additions. Other nationally known South 
Bend manufacturers are increasing their capacity. 
Thousands of additional workers are pouring in. 
Farmers in this territory are as prosperous as any- 
where. 


Experience with “The News,” a morning paper, con- 
vinced us that “working people” preferred an even- 
ing paper. “The Times” found that business men and 
farmers wanted a morning paper. The two were 
combined in THE NEWS-TIMES, which thoroughly 
covers the market, morning, evening and Sunday. 
Duplication is so small as to be negligible. 





The NEWS-TIMES maintains a service department 
which co-operates fully with advertisers. 











no, DOW 
hoe and . 
wih THE SOUTH BEND NEWS - TIMES 
Morning Evening Sunday 
fi J. M. STEPHENSON, Publisher 
ertised Foreign Representatives 


CONE, LORENZEN & WOODMAN 


i Mi Chicago, New York, Detroit, Atlanta, Kansas City 
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Merging 
Apple and Citrus 
Properties 


Corporation Has for Its Chief Ob- 
ject the Protection of Growers 
from Hazards of Frost, Poor 
Crops, Etc. — Fluctuation from 
Year to Year Renders Income 
Tax Law a Peril 


J S. CRUTCHFIELD, of the 
« Pittsburgh commission house 
of Crutchfield & Woolfolk, an- 
nounced in Los Angeles recently 
the organization of the Ameri- 
can Fruit Growers, Incorporated, 
with a capitalization of one hun- 
dred million dollars. 

The purpose of this organiza- 
tion as explained by Mr. Crutch- 
field in interviews published in 
trade papers and newspapers, is 
to merge vast vegetable and fruit 
producing properties, including 
citrus, throughout the United 
States so that the hazards of poor 
crops, frost damage, droughts, 
etc., may be divided and equal- 
ized. In other words, the plan is 
that in case the apple crop is a 
failure the apple grower shall share 
in the prosperity of the citrus 
fruit grower, and vice versa. 

Another announced purpose of 
the great merger is to overcome 
the possible inequalities and hard- 
ships imposed under the income 
tax law. On this subject, Mr. 
Crutchfield is quoted as follows: 

“This step became absolutely 
imperative when the workings of 
the income tax law provision on 
large operating properties in per- 
ishable products became under- 
stood. Owing to the violent fluc- 
tuations in production of these 
perishables the whole financial 
basis of the industry became para- 
lyzed by the operations of the in- 
come tax law. There must of 
necessity in our social scheme al- 
ways be several of the large com- 
mercial organizations in every 
producing district to maintain the 
balance between the coming and 
going of smaller and individual 
orchard operations. In years of 
ruination by frost those large en- 
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terprises are put to unusual ex. 
pense in extra pruning of frosted 
parts of trees, rehabilitation of 
the trees by several seasons of 
extra fertilization, and none of 
these expenses of the lean years 
can be written off against the good 
income of the better season when 
it arrives. The year of big in- 
come on big orchard properties 
must be divided almost in half 
with the Government under the 
income tax and its surcharges 
without deductions for the year 
or series of years that were re- 
quired to restore from a frost dis. 
aster. 

“Realizing this the banking in- 
terests of the country have become 
more fearful of properties pro- 
ducing perishables than ever, 
Loans to carry fruit or vegetable 
producers over years of complete 
loss are almost impossible to ob 
tain because the extra profits of 
the good season to follow will 
have to be practically divided with 
the Government. 

“In years that oranges are a 
failure apples sell for nearly 
double the usual price. The 
American Fruit Growers, Incor- 
porated, owning and operating its 
properties in all sections will be 
able to gain an average ratio of 
maintenance by writing the losses 
of any single season off against 
the extra profits created by that 
loss.” 

The Chase properties at Corona 
have gone into this new company 
and it is reported that some sub- 
stantial citrus holdings in Florida, 
as well as apple interests in the 
North have entered this merger— 
“Sunkist Courier.” 


McJunkin Secures Furniture 


Account 


The Wm. D. McJunkin Advertising 
Company, Chicago, has added the a 
count of the Seing Company, in that 
city, manufacturer of furniture hard 
ware.. Copy will be placed in national 
mediums beginning in September 


Marathon Tire & Rubber Co. 
Appoints Agent 
The Marathon Tire & Rubber Com- 
pany, Cuyahoga Falls, Ohio, has placed 
its advertising account with Lloyd W. 
Young, advertising agent, of Cleve 
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In the August issue (forms for which were 
recently closed) PICTORIAL REVIEW 
broke all advertising records—The gain 

over August, 1918, being 
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Every month this year PICTORIAL 
REVIEW has made the largest advertising 
gains ever recorded by a Woman’s Magazine. 
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Merchandise First and Advertise 
Second, Or Do Not Advertise 


The seed ready for the sowing; the ground not yet prepared. 


That describes many a foreign advertising campaign “ready t 
break” in New York City. a bs 


“Time has run too swiftly. ‘Our season’ is upon us. We have 
decided upon a plan of attack, mediums have been chosen, and 
good copy is ready for release. 


“But it took longer to get ready than we anticipated. We have 
not had time to canvass the trade. A few big stores only have 
been adequately ‘sold.’ The window displays talked of when 
first the campaign was proposed, have not been secured. 


“We have not even called on the thousands of little dealers 
upon whose co-operation we must depend for a fair return on our | 
investment. Our salesmen can not get to all of them until the 
advertising is at least half over. 


“We regret this; but it is the ninth hour. The advertising is 
ready. We must hope for the best.” 


IN THE NAME OF ADVERTISING—do not let it come 
to pass that you need ever resort to such lame excuses to defend 
a New York Advertising campaign. 


If the war taught us anything, it was the lesson of preparedness. 


If in doubt whether you are prepared for an assault upon the 
New York market, will you not consult us? Ask us, while there 
is time, what you need to do to take the New York retailer 
sufficiently into your confidence to secure co-operation. Mer- 
chandise as well as Advertise with concentration, adequately. 


“The World Plan” will help you to do it economically. 


Try advertising in newspapers by the year 


THE NEW YORK WORLD’S MERCHANDISING DEPARTMENT 
Mallers Bidg., Chicago Pulitzer Bldg., New York _ Ford Bidg., Detroit 











Postal Zone Law Compels News- 
papers to Raise Subscription Rates 


List of Newspapers That Have Announced Changes—Different Ways of 
Collecting Penalty setae 


nouncement of newspapers 
and periodicals that have adopted 
the zone system, or some modifi- 
cation of it, in their subscription 
departments. Charles Johnson 
Post, director of the Publishers’ 

Advisory Board, has compiled a 
list of newspapers that have in- 
creased their rates, to conform 
with the added postal charges 
that become effective July 1. 

It will be noted in the list, re- 
printed below, that some papers 
have raised the subscription price 
outside of their own States ; others 
make exception in the case of ad- 
joining States ; the two-, three- and 
four-zone basis has been adopted 
in certain cases, while in a few 
instances, the complete zone ar- 
rangement has been made. 

The list follows : 

BY STATES: 


Daily Commercial 
. $5.00 
6.00 


ona day brings the an- 


Bangor, Maine, 
In Maine 
Elsewhere 

Burlington, Iowa, Hawk-Eye 
In Iowa, Illinois and Missouri. $3.00 
Elsewhere 3.50 

Dallas, Texas, Evening Journal 
In Texas and Oklahoma $4.00 
Elsewhere 6.00 

Danville, Illinois, News 
In Illinois and Indiana..... . 
Elsewhere 

Des Moines, 


$4.00 
7.50 


$5.00 
6.00 


Iowa, Capital 


——. Iowa, Telegram-Herald 


owa, Illinois, Wisconsin and 
Se 
Elsewhere 
Duluth, Minnesota Herald 
In Minnesota, Wisconsin, North 
Dakota and Northern Michigan $4.00 
Elsewhere 6.50 
Ft, Worth, Texas, Star-Telegram 
In Texas and Oklahoma. ...$ 9.00 
Other States.... .$11.00 to 12.00 
Nashville, Tenn., Tennessean 
In Tennessee, Kentucky and 
Alabama $ 
amare 


In 
$3.00 


St. Rat Minn., Daily News 

In Minne< sota, Iowa, North and 
South Dakotas and Northern 
Michigan 
lsewhere 


TWO-ZONE BASIS: 


Aurora, Illinois, Beacon-News 

I CSE Beaseeeabiire ape 0% $4.00 

Elsewhere 5.00 
Boston, Massachusetts, Daily Globe 

Zones 1, 2 and 3 (after July 1, 

1919) 

Elsewhere (after July 1, 
Buffalo, New York, Courier 

Zones 1 to 6 

Zones 7 
Ft. Wayne, 
Sentinel 

Zones 


$7.2 
1919). 9.60 


Indiana, 


Jamestown, New York, Journal 
East of Mississippi River and 
north of southern boundary 
of Virginia and Kentucky.... $4.00 
Elsewhere § 
Joplin, Missouri, Globe 
Zones 1 and 2 
Elsewhere 
Joplin, Missouri, 
Zones 1 and 
Elsewhere 
Kansas City, Missouri, Journal 
Zones 1, 2 and 3 
Elsewhere 
Manchester, N. H., Daily Mirror 
meme 3 O66 3...d6<d0nestenes ee 
ee 


News-Herald 


Elsewhere 
Marion, Ohio, Daily Star 
Marion and adjoining counties. 
Elsewhere 
Muskegon, Michigan, 
Zones 1 and 
Elsewhere 
Newburgh, New York, Daily News 
Zones 1 and 2 $6.00 
Elsewhere 
Omaha, Nebraska, Daily 
Zones 1 to 4 
Higher rates elsewhere, quoted 
on request. 
Rochester, New York, Democrat 
and Chronicle 
Zones 1 to 
Elsewhere 
Savannah, 
Zones 1 to 3 
Elsewhere 
South Bend, 
Zones 1 and 2.. 
Elsewhere 
Youngstown, Ohio, Telegram 
Adjoining counties............ $4.00 
Elsewhere 


$4.00 
5. 


Chronicle 


News 


THREE-ZONE BASIS: 
Los Angeles, California, 
Zones 1 to 4. 
Zone 


Times 


Springfield, Mi issouri, Leader 


Zones 1 and 2 
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Zones 3, 4 amd 5S.....eeeeees $5.00 Zone 
Zones 6, 7 and Zone 8. an 
Minneapolis, Minnesota, Journal Superior, Wiscor 

wot Zone (within 50 miles of Zones 1 and 2.. $4 
Minnesota) ‘ Higher rates in other somm 
kotas, Iowa, Wisconsin and wanel on applic B44, on 
Zone), North and South Da- ‘ 
kotas, Iowa, Wisconsin and a 
Northern Michigan 


All other points in U. S...... ‘ Officers of Penn Poster Asg 
FOUR-ZONE BASIS: ciation 


Allentown, Penn., Morning C E. C. Ryder, of Pittsburgh, yw, 
Zones 1 and 2 $5 elected president of the Pennsylvania 
Zone Poster Advertising Association last ak 
ees @. DOM Bens oc seeds : in session at Reading. The other officer 
Zones 7 and 8..°. 7 chosen were: Vice-president, Max Lud. 

Alliance, Ohio, Review wig, New Castle; secretary, Tom Nokes 
Zones 1 and 2.. Johnstown; treasurer, Charles M. Van. 
Zone 3 " derslice, Pottstown. Executive Commit. 
Zones 4 to 7 5 tee: James Reardon, Scranton; Charles 
Zone &. Ye ker, Lancaster ; Eugene H. Bryan, 

Louisville, Chester; Frank R. Holmes, Kane; Al. 
Kentucky and Zones 1 and 2 bert P. Way, DuBois 
Zones 3 and 4.......eeeee: 
Zones 5 and 
Zones 7 amd &. wicvccccccseces 

Louisville, Ky., Courier-Journal 
Kentucky and Zones 1 and 
Zones 3 am “ —_ . 

Zones 5 _— he . a Mase’ te Prepared 
Zones 7 and . 1 cnghctatet, | se Telegram, s 

Louisville, Kentucky, Times “ee veneer aie an a city. According 
Kentucky and Zones 1 and 2... 4 Pcie or plans, at least twenty full 
ome ane page at vertisements will be run, the 
Zones 5 and 6........++. space being subscribed for by various 
eed Be Fm ete business interests. A news page is run 

Som Antonie, Texas, Express eopemme the ad chronicling the latest de 
age ype tte 5 velopments in the building field. The 
7 a ? local chamber of commerce has organ- 
aoass = om ized a housing corporation to co-operate 
— : — c with the movement. 

Jone é é « 


“* 


Muu 


“Build Now” Campaign in 
Worcester 


AA 


Munn 


Uannw 


COMPLETE ZONE BASIS: T. R. Smith with New York 


. . a9 yrtt “yr ” 
Angee, Conn., Evening Sentinel . Times 
Additional charge for postage in T. R. Smith has joined the New York 
distant zones on application. Times as business manager of “Current 
Cleveland, Ohio, Plain Dealer History Magazine” and “The Mid-Week 
Zones 1 Pictorial.” 
Zone 3 wee ealene 13 Mr. Smith was formerly circulation 
Zone . manager of McClure’s Magazine, and 
Zone 5 : Good Housekeeping, New York publica- 
Zone - tions. 
Zone 
Zone 8 .0: — F 
Indianapolis, Indiana, News J. F. Stevens with Randall 
; . 49 J 
aa oe 5. J. F. Stevens, for the last three 
years advertising director of the Amer- 
ican Lady Corset Company, Detroit, and 
previous to that director of sales pro 
7 ¥ motion and educational! research for The 
H. Black Co., Cleveland, is now asso 
“se ciated with the Fred M. Randall Com 
pany, advertising agency of Detroit, as 
copy director. 


indianapolis, Indiana, Star 
Zones 1 and 2... 

Higher rates in other zones on 
agotication, ; 

New Orleans, La., Times-Picayune ° 8 ° ” 
Tne fend 3 $7.3 Advertising “Made in Canada 
Additional postage Paper 

with postal zone law quoted 
on application, The Canadian Pulp and Paper Asse 

Rochester, New York, Times-Union ciation is running a campaign to pope 
Zomes 1 and 2... 00 cccccccsess $ 5.00 larize “Made in Canada” paper. § 
Zone . emphasis is put on bond papers and 
Zone readers are urged to send for a bod 
Zone “Some Facts About the Pulp and Paper 
Zone Industry of Canada.” 
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Copyright by Pirie McDonald 


“The more I see of the Czar, the Kaiser, and the 
Mikado, the better I am content with democracy.” 
—Theodore Roosevelt. 


E was President when he wrote that on June 

16, 1905, in a letter to Senator Lodge—one 

of the 150,000 letters “ which are his talk’ and 
which he wrote from the White House. . 


It was when he was in the throes of trying to bring 
Russia and Japan together—the attempts that ended 
in triumph and brought him the Nobel Peace Prize. 


Never was there such a collection of letters. And 
never have its secrets been revealed until now. 


Joseph Bucklin Bishop has compiled 


“Theodore Roosevelt and His Time’”’ 
Shown in His Own Letters 


Starting in the September 


SCRIBNER’S 


MAGAZINE 


Advertising forms close July 30 


One of The Quality Group 
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BOY 
SCOUT 
WEEK 


JuneB*tel4e 





CAMPAICN FOR ONE MILLION 
ASSOCIATE (ADULT) MEMBERS 














BE A GOOD § 


Reproduced here are the 
street cars from coast t 
campaign for one milling 


The cards were prepared, 
West, Chief Scout Execut 
and Frank R. Wilson, Publ 
for the Treasury Departmé 


These designs were adapte 
and window displays. 
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PROCLAMATION 


BOY SCOUT 


WEEK 
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BEA 


GOOD 
SCOUT 


YOURSELF 


/ 








BOY SCOUT 
WEEK 


BY PRESIDENTIAL 
PROCLAMATION 


JUNE 8% 014" 


CAMPAIGN FOR ONE MILLION 
ASSOCIATE (ADULT) MEMBERS 





T YOURSELF! 


ards now displayed in 


the 


, boosting the Boy Scout 


ate adult members. 


iesupervision of James E. 
he Boy Scouts of America, 
i@rector of the Liberty Loans 
@uhington, D. C. 


amiters, half sheets, bus signs 





Boy Scour 
WEEK 
June to 14 
CAMPAIGN 
FOR ONE MILLION 
ASSOCIATE 
(ADULT ) 
MEMBERS 








“In the name of 
America’s best Boy. 
hood | beg American 
Manhood and Woman 
hood to help” 


BOY SCOUT 


WEEK 
June 8° to 4» 





CUTS BY NEW CENTURY COLOR PLATE CO. N.Y. 
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Records that Convine 


Last year, 1918, MUNSEY! 
MAGAZINE made the} 


27% markable record of a 27% vail 


in advertising. 
GAIN ; ; 
This gain was remarkable 
l Q 1 beg view of war conditions and th 
prevailing losses among othe 
magazines. 


The record this year is 
more remarkable. 


18% The first six months of 19} 
0 show a gain of 18% on t 


GAIN of the 27% gain of last 


6 mos 1919 At the beginning of the periog 


covered by these gains the 
zine was enlarged and its prit 


was doubled to 20c. 
Its special features have been ts 


30 many pages of special arti 8, 
QO its wealth of high-grade fiction 


GAIN and its profuse illustrations. | 


July, 1919 The many new faces among h 


advertisers emphasize this 
and growing appreciation for 


Munsey’s Magazin 
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New Market Found for Furniture 
in Homes with Children 


From the First Arresting Magazine Advertisement to the Smallest Cir- 
cular the Urbana Furniture Company Sticks to Its Last 
in Advertising Happi-Tyme Nursery Outfits 


By Helen 


HE infant as a prospective 

user of advertised goods has 
long been considered by manu- 
facturers of baby clothes, nursing- 
bottles, talcum powders, foods, 
food-pushers, small silverware, 
baby jewelry "and many other 
products. Better babies’ campaigns 
in women’s magazines for the past 
few years have kept this impor- 
tant member of the consuming 
public ever before us, and have 
increased his value as a prospect 
to the advertiser. Several manu- 
facturers have appealed to the 
parental love for the child and 
interest in his development in their 
advertising, but there are vast 
sections of this fertile field yet un- 
touched, while the turnover is ad- 
mittedly several times that on 
most goods consumed by adults 
Most of us can recall what a 
sense of pride we felt as we 
drew up our own little rocking- 
chair and sat down close to mother 
with the story-book which we 
could lay on our laps because the 
rocker was low enough to enable 
us to “reach bottom,” though we 
fail to remember seeing it adver- 
tised anywhere, because it wasn’t; 
and we recall the small bed which 
replaced the cradle or bassinet we 
don't remember—the bed with 
sides to it so that we couldn't 
toli out when we tossed restlessly 
about, and that later, when we 
felt more grown-up, had the sides 
removed so that it seemed to us 
a mew possession and was quite 
like any bed, only small enough 
so that we weren’t hopelessly lost 
init. Perhaps we had a tiny pi- 
ano, too, whose musical range was 
awhole octave, with a wee bit of 
a stool on which we sat as we 
played it. 

But who can look back upon 
awhole roomful of: things just our 


A. Ballard 


size that really belonged to us? 
Who of us ever had the joy of 
saying “It’s on my dressing-table,” 
as grown-up sister did, or “Look 
in the top drawer of my chiff- 
onier,” as big brother might have 
done? There wasn’t any possessive 
adjective for us when it came to 
regular pieces of furniture. Man- 
ufacturers hadn’t then awakened 
to our needs. They hadn’t begun 
to figure how largely we factored 
in their merchandising possibili- 
ties. Since our childhood days, 
however, this new market has been 
discovered. One manufacturer to 
find it is the Urbana Furniture 
Company, of Urbana, Ohio, which 
has taken the youthful public of 
to-day into consideration and for 
its benefit has brought out a com- 
plete line of goods under the apt 
name of Happi-Tyme Nursery 
Furniture. The company has been 
in business only a year and a half, 
but in that time it has secured a 
distribution of 1,500 dealers. This 
has been accomplished through 
advertising in space of 90 to 120 
lines in various national mediums 
and in some of the business papers. 


THE APPEAL IS TO MOTHERS 


Joy and comfort for the baby, 
for the toddler or the child in 
the formative years below the 
teens, and the convenience to the 
mother, is the keynote of the ad- 
vertising copy and literature ad- 
dressed to the consumer. 

“Just as you supply other mod- 
ern conveniences for the home and 
office, so should you make caring 
for your baby a joy by equipping 
your nursery with modern nursery 
furniture. 

“Nursery furniture especially 
designed for the baby’s comfort 
and health combines features 
which mean a wonderful saving of 
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time and strength in the care of 
your baby,” runs the copy, illus- 
trated by pictured articles that are 
in keeping with the joy note. 

When a mother is attracted by 
this advertising, feels the urge to 
provide the proper environment 
for the young life given into her 
keeping, and writes for the beau- 
tifully illustrated booklet, “Kid- 
dies’ Kare and Komfort,” she re- 
ceives promptly an artistic little 
booklet done in blue and sepia 
with here and there a bluebird 
flitting over its pages and every 
conceivable article of furniture 
that child-loving ingenuity can de- 
vise pictured therein. 


THE MOTHERS ARE QUICK TO APPRE- 
CIATE THIS TALK 


The excellent pictures of the 
various articles of furniture with 
their apt descriptions carry out 
the happy keynote of the copy 
that prevails throughout. There 
is a lure in this caption for a 
child’s bed: “The Chippendale 
design, graceful and appropriate 


for a child’s room, helps to give 


the room the sunny  atmo- 
sphere of childhood’s happiness.” 
And here is a constructive : sug- 
gestion, “A little girl’s clothes just 
fit in drawers such as this dresser 
has. It helps to teach her to fold 
away her clothes very neatly.” 

Anything that will help in train- 
ing the child to be orderly is wel- 
comed by any mother, and this 
suggestion is both appealing and 
practical. Another of the same 
sort for a child’s vanity-dresser 
says, “Teaches the child to make 
her toilet at an impressionable 
age.” The earlier a little girl 
learns to make her own toilet the 
more time mother will have for 
other things that contribute even 
more to the child’s best develop- 
ment. Then, again, there is the 
note of love and admiration that 
the little one feels for mother in, 
“Just like the chair mother uses 
at her dressing-table.” Some such 
logical and desire-creating phrase 
is tucked into each description. 
Of course, “Children are naturally 
not so comfortable in a grown- 
up’s chair as in one made for their 
own use.” 


With ~. booklet comes a let. 
of dealers in her city Sma 

Sayer jg ae her city who carry 
Happi-Tyme furniture and sug- 
gesting that she call at the store 
of one of them and see the goods 
At the same time a letter goes to 
all dealers in that town advising 
them of the name and address of 
the direct prospect. 

A careful checking of inquiries 
has shown that they are received 
on baby goods at two distinct 
times, either from three to five 
months previous to the arrival of 
the expected child or at birth, 
when the goods are wanted a 
once. 

Three or four months after the 
receipt of the first inquiry the 
booklet is followed by a four-page 
letter which combines the personal 
touch of correspondence with illus- 
trations and descriptions in an at- 
tractive way, and the joyous key- 
note is nowhere lacking. Even 
the storks that sweep so gracefully 
across the blue-sky panel at the 
top. carry out the Happi-Tyme 
thought. It is expressed in the 
sweep of their wings, the stretch 
of their legs and in their very grip 
on the tiny human bundles which 
they carry. And just below stands 
the “sunshine crib” in its bassinet 
position, “a real crib, with screen 
sides.” One of the inside pages 
of this folder is given over to 
furniture for children, the other 
to that especially adapted to the 
new baby, while on the back page 
is shown nothing but play-time 
pieces. 

If the firm receives an order di- 
rect from an inquirer in a town 
where the line is carried the in- 
dividual is asked to state the name 
of the dealer to whom she would 
prefer to have her order sent 
If no preference is shown, the or- 
der is given to the best dealer, to 
the one who is most alive, to the 
possibilities in selling nursery fur- 
niture. 

Cribs are the best sellers, and 
because they are a necessity it re- 
quires no educational talk to sell 
them. The price is never used in 
the advertising nor in the literature 
sent out, as the firm does not 
want to do a direct-mail business, 
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Why does the H. W. Johns-Manville Company use full page copy every 
issue of BUILDING SUPPLY NEWS, the only publication in America 
reaching building supply dealers exclusively? 

Because they know that the building supply dealer is a mighty important 
factor in the distribution of ROOFING. 

And—the dealer distribution of J-M Roofing Products is constantly in- 
creasing in scope. 

Here is something to think about—not only for roofing manufacturers 
tither, because these dealers sell every kind of material used in all types 
of building construction work. 

Link up your consumer advertising by using BUILDING SUPPLY NEWS. 


BUILDING 
SUPPLY NEWS 


610 Federal Street - CHICAGO 





RIGHT NOW Building Supply Dealers are purchasing larger stocks than 
ever before. They know (as you should) that there will be no dull season 
in the building industry. 
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and as the prices can always be 
seen on the goods when a woman 
looks up Happi-Tyme at _ her 
dealer’s. 

The company has taken the mak- 
ing of nursery furniture seriously. 
It has gone into it from a woman’s 
viewpoint because it realizes that 
women are the natural buyers of 
this product. All of the firm’s 
literature has the woman’s touch, 
and the manager for its agencies 
is a woman. 

NURSERIES FOR DEALERS, NEW 
SELLING POINT 


The appeal made to the dealer 
is on the idea that a comprehen- 
sive nursery-furniture department 
is the best advertisement that the 
dealer can put out, and that the 
turnover in this line of goods is 
six times a year, as against twice 
a year’on ordinary furniture, and 
that parents cheerfully spend more 
money for the child than for 
themselves. Many furniture deal- 
ers have responded to the appeal 
and now’ have completely equipped 
nurseries, sections given over to 
a play-room, and a bedroom, ‘used 
not only for display purposes but 
also for practical demonstrations 
of the joy that Happi-Tyme fur- 
niture gives. 

The dealer is supplied with a 
loose-leaf catalogue, and, as new 
lines are manufactured at the fac- 
tory, new pages are added to the 
catalogue. The guarantee in this 
book tells the dealer that the com- 
pany will repair, replace or refund 
the price on any article he sells 
that does not prove satisfactory 
to the customer. The dealer is 
also invited, as is the customer, 
to give his ideas for additions to 
the line. 

Dealers are supplied with set- 
up advertisements and electros, 
with various booklets for mailing 
and with form-letters for pushing 
the Happi-Tyme product. A 
monthly bulletin touching upon 
some timely subject of public in- 
terest and linking it up with the 
selling scheme is sent out to stim- 
ulate activity among dealers. A 
recent one asks dealers to join 
in pushing national “Baby Week,” 
and gives suggestions of what he 
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can do himself in Stirrin 

things in his own town ad . 
dentally, getting in some aed 
vertising for the line, Here i 
an excerpt from it: : 


“WHAT YOU CAN DO 


“Even 1f your community js not 
going to feature ‘Baby Week’ you 
can do it yourself, Co-operate 
direct with the Government and 
in teaching mothers how to pro ‘ 
erly care for babies you will “ 
only help to save some who hrm 

- y y 
die through lack of care, byt you 
will be able to interest all mothers 
in the new ideas in modern nyr. 
sery turniture. 

“First—Announce in your news. 
paper the days you are ‘to feature 
a ‘Baby Week’ display. (We sug. 
gest you make’ it the first wee 
in May.) The Government did 
not fix ‘Baby Week’ date this year 
leaving it to the individual com. 
munities. 

“Second—A nnounce to the 
mothers that there will be a trained 
nurse in your store on these days 
who can show mothers how to 
care for babies according to the 
latest methods and who can ap- 
swer all queries. 

“Third—If possible have talks 
by physicians, dentists and special- 
ists on hygiene, care of teeth, the 
eyes, ears, nose and throat 

“Fourth—Announce some at- 
tractive gift to the baby so moth- 
ers will have further incentive to 
bring their babies to your store. 

“Fifth—It would be an added 
joy to mothers and a selling i- 
ducement for nursery furniture if 
the children could romp or heat 
a story or music in a special chil- 
dren’s play-room. 

“You'll find a wealth of just 
such suggestions in the Govern- 
ment Bulletin on ‘Baby Week 
Campaigns.’ Send for it.” 

The company has a mailing-list 
of about 2,500 dealers for cultiva- 
tion, and this year’s appropriation 
calls for eight pieces of adverts 
ing to be sent them. Two of these 
pieces have now been sent out and 
the sales manager reports rematk 
able results. The company is mak 
ing generous allowance for evely 
form of advertising that it be 
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BELKNAP SYSTEM 


CABLE ADORESS 


€ 
TEN ee = 32 46 WEST 23°° STREET —-ramacnine:wu.coos 


GRAMERCY | S362 
6363 
NEW YORK 


Dear Publisher :— 

Mr. Higgins of the Boston Herald said ‘“‘Showme!”’ 

That is the kind of an opportunity we are look- 
ing for. 

Mr. Higgins was inter- 
ested in saving money and 
inanything that would im- 
prove the methods of han- 
dling his publication. 

We showed him, with 
the result that he is now 
using a Belknap No. | 
Rotary and has been using 
it for several years: It 
has saved him money from 
the beginning. Hedoes his 
work faster and better and 
says “the Belknap System 
of addressing is unques- 
tionably the best for the 

Publisher.” 


What we did for Mr.Higgins 
we can do for you. We have nz, ; Rotary, 
machines for every class of with mailer strip 
publication work. attachment. 
Won't you take advantage of our 39 years’ experience ? 


Yours truly, 
RAPID ADDRESSING MACHINE CO. 
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The Best One-Fifth of lowa Farm Folks 





Have Twice the Labor Income 


of the 


Second Best One-Fifth 


Three times that of the third best one- 
fifth. There would be more than this 
difference in their value as a customer 
to the manufacturer and his dealer. 


It’s good business sense, therefore, 
for the manufacturer to concentrate his 
efforts on the best one-fifth. Manufac- 
turers do that very thing when they 


Use Wallaces’ Farmer to Reach Them 


It automatically puts the manufacturer in the most 
favorable touch possible with the very cream of the 
best one-fifth of farm folks in Iowa, and it likewise 














reaches many of the best one-fifth of farm folks in 
Illinois, Northern Missouri, and Eastern Nebraska, 
where agricultural conditions are similar. 


Wallaces’ Farmer renders its subscribers better 
service than any other Iowa farm paper. It is better 
- edited, answers more questions for its subscribers 
than any other Iowa farm paper, ahd is looked up to 
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more than any other, regardless of the circulation 
claimed. Furthermore, it has an unparalleled record 
for paying advertisers, because it offers quality of 
circulation not approached by any other Iowa farm 
paper, and quality circulation means quality buyers. 
It is the only Iowa farm paper that has built up its 
circulation by requiring payment in advance for all 





subscriptions, stopping when the time is out unless 


renewed. 


Don’t be fooled by big circulation claims. The 
poorest mediums offer big circulation, and they do 
whatever is necessary to get it, the advertiser really 





paying the bill. 


It’s the best one-fifth of farm folks that really make 
your advertising profitable, and you reach them 
through Wallaces’ Farmer, as you are not able to 
reach them through any other Iowa farm paper. 


See that your agency has Wallaces’ Farmer on 
your list. No matter what other Iowa farm paper 
you are using, you cannot afford, from the cold stand- 
point of business, to overlook Wallaces’ Farmer. It 
will make your advertising profitable. 








Address for copy of Wallaces’ .Farmer, and full 
information, 


\ALLACES FARMER 


Good Farming; Clear Thinking; Right Living 
A Weekly Journal for Thinking Farmers 


DES MOINES, IOWA 











Western Representative: Eastern Representative : 
Stanparp Farm Papers, INc., Wattace C. Ricwarpson, Iwe., 
1341-3-5 Conway Bldg., 381 Fourth Ave., 
Chicago, Ills. New York City. 
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lieves will be productive of se- 
curing more dealers and making 
the product better known to con- 
sumers. 

A series of booklets is now in 
process of preparation which will 
be devoted to what the company 
calls a “Dream Nursery.” These 
booklets will feature the ideal 
nursery for the child at different 
ages, “from bassinet days to his 
teens.” An effort will be made 
to learn the age of each child 
which has prompted the direct in- 
quiry. These inquiries will then 
be indexed so that the “Dream 
Nursery” booklets may be ‘sent 
out at the right interval of years 
to interest the parents in starting 
with an ideally equipped nursery, 
then, as the child grows older, 
changing it to fit his meeds, pos- 
sibly three or four times, so that 
the child always has chairs that 
fit him, mirrors in which he can 
see himself, drawers that he can 
pull out at will and into which 
he can reach without difficulty— 
in fact, all the conveniences that 
grown-ups find so necessary to 
their existence. 


Plans Launched 
for A. A. C. of W. 


Convention 


ENTATIVE plans for the 

convention of the A. A. C. of 
W., to be held in New Orleans 
September 21 to 25, were formu- 
lated by the association’s execu- 
tive committee, meeting in that 
city last week. The first meet- 
ing, on Sunday, will be of an in- 
spirational character. It will be 
held at Tulane University and 
the theme of the convention, “Af- 
ter the War,” will be dwelt upon. 
The general business sessions will 
be held at the Shrine Temple and 
Tulane Theatre while the twenty 
departmentals will convene at the 
Grunewald and St. Charles Hotels 
and the Elks’ Club. 

Joseph S. Potsdamer, general 
sales manager of the Ketterlinus 
Lithographic Company, Philadel- 
phia, who attended the meeting of 
the executive committee, was ap- 


pointed chairman of ibi 
committee. It 1s Ral. Pye, 
this year’s exhibit includ mam 

MS } € at least 
eight complete advertising cam. 
paigns that have proved Success- 
ful. _In the exhibits will be shown 
specimens of all the advertising 
mediums used. 

It was recommended that a 
change in the constitution of the 
association be voted upon in Sep- 
tember, to permit of the election 
of a woman to the executive com- 
mittee. In presenting the subject 
for discussion, President D'Arcy 
paid high compliment to the work 
being done by advertising women 
through their clubs. Of especial 
significance is their work of mak- 
ing the women of the community 
—the consumers—appreciate the 
value of advertising to them asa 
buying guide and as an influence 
toward producing higher stand- 
ards in merchandise, and lower 
costs of selling goods. 

In presenting the report upon 
the “truth in advertising” work 
of the clubs P. S. Florea stated 
that laws against fraudulent ad- 
vertising, based on the Printers’ 
INK model statute, are now on the 
statute books of thirty-six States, 
in the District of Columbia and 
in numerous localities outside the 
United States. In nearly twenty 
cities paid secretaries now devote 
all of their time to helping busi- 
ness men guard against errors in 
advertising and to prevent frauds 
on the part of less particular ad- 
vertisers. 

Charles F. Higham, of London, 
vice-president of the A. A. of W. 
and a member of Parliament, sent 
a cablegram to Mr. -D’Arcy dut 
ing the course of the committee 
meeting announcing that the 
Thirty Club, of London, has voted 
to join the Association. 


Candy Manufacturers Urge 
National Advertising 
Candy manufacturers, who were ff 
cently in annual convention in Spring 
field, Mass., advocated national advertis 
ing for a three-fold purpose. First, to 
educate the public in the candy-making 
industry; second, to bring about stand- 
ardization among manufacturers; third, 
to bring about legislation which will 
regulate the display of candy and there- 

fore protect its purity. 


‘ 
« 
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Colgate’s Plan to Maintain Prices 
Upheld By Supreme Court 


Manufacturer in Refusing to Sell Price Cutter Not Liable Under Sher- 
man Law 


N an advertisingly significant 
delivered by Mr. Jus- 
tice McReynolds, the Supreme 
Court has affirmed the United 
States District Court _ for the 
Eastern District of Virginia in the 
notable case of the United States 
of America vs. Colgate and Com- 
pany. The final disposition of 
this case has been watched with 
interest by advertisers because of 
its bearing on the maintenance of 
resale prices. 

Readers of Printers’ INK will 
recall that the Government held 
that Colgate and Company’s re- 
fusal to sell certain price-cutters 
was a violation of the Sherman 
law. The Attorney-General or- 
dered the company to abandon the 
policy or else it would be indicted. 
The company accepted the indict- 
ment, filing a demurrer to it. The 
District Court, in a broad deci- 
sion, set aside the indictment and 
supported the contentions of Col- 
gate and Company. It is this de- 
cision of the lower court that 
is now afirmed by the Supreme 
Court. 

The decision definitely estab- 
lishes that a manufactufer may re- 
fuse to sell the price-cutter with- 
out incurring any criminal lia- 
bility under the Sherman law. The 
Clayton act is not involved in the 
case. 

Explaining that, under the cir- 
cumstances, its power of review 
does not include an interpretation 
of an indictment, but is confined 
to ascertaining whether the lower 
court erroneously construed the 
statute, the Supreme Court sums 
up as follows: 

“Our problem is to ascertain, as 
accurately as may be, what inter- 
pretation the trial court placed 
upon the indictment—not to in- 
terpret it ourselves; and then to 
determine whether, so construed, 
it fairly charges violation of the 
Sherman Act. Counse] for the 


Government maintain, in effect, 
that, as so interpreted, the indict- 
ment adequately charges an un- 
lawful combination (within the 
doctrine of Dr. Miles Medical 
Company v. Park & Sons Com- 
pany, 220 U. S. 373) resulting 
from restrictive agreements be- 
tween defendant and sundry deal- 
ers. whereby the latter obligated 
themselves not to resell except at 
agreed prices; and to support this 
position they specifically rely up- 
on the above-quoted sentence in 
the opinion which begins ‘In the 
view taken by the court, etc.’ On 
the other hand, defendant main- 
tains that looking at the whole 
opinion it plainly construes the in- 
dictment as alleging only recogni- 
tion of the manufacturer’s un- 
doubted right to specify resale 
prices and refuse to deal with 
anyone who failed to maintain the 
same, 

THE SHERMAN ACT IN RELATION TO 

THE CASE 


“Considering all said in the 
opinion (notwithstanding some se- 
rious doubts), we are unable to 
accept the construction placed up- 
on it by the Government. We 
cannot e. g. wholly disregard the 
statement that ‘The retailer, after 
buying, could, if he chose, give 
away his purchase or sell it at 
any price he saw fit, or not sell 
it at all, his course in these re- 
spects being affected only by the 
fact that he might by his action 
incur the displeasure of the man- 
ufacturer who could refuse to 
make further sales to him, as he 
had the undoubted right to do.’ 
And we must conclude that, as 
interpreted below, the indictment 
does not charge Colgate and Com- 
pany with selling its products to 
dealers under agreements which 
obligated the latter not to resell 
except at prices fixed by the com- 


pany. 
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“The position of the defendant 
is more nearly in accord with the 
whole opinion and must be ac- 
cepted. And as counsel for the 
Government were careful to state 
on the argument that this conclu- 
sion would require affirmation of 
the judgment below, an extended 
discussion of the principles in- 
volved is unnecessary. 

COURT CITES CASES 

“The purpose of the Sherman 
Act is to prohibit monopolies, con- 
tracts and combinations which 
probably would unduly interfere 
with the free exercise of their 
rights by those engaged, or who 
wish to engage, in trade and com- 
merce—in a word, to preserve the 
right of freedom to trade. In 
the absence of any purpose to 
create or maintain a monopoly, the 
Act does not restrict the long- 
recognized right of trader or man- 
ufacturer engaged in an entirely 
private business, freely to exercise 
his own independent discretion as 
to parties with whom he will deal. 
And, of course, he may announce 
in advance the circumstances un- 
der which he will refuse to sell. 
‘The trader or manufacturer, on 
the other hand, carries on an en- 
tirely private business, and may 
sell to whom he pleases.’ United 
States v. Trans-Missouri Freight 
Association, 166 U. S. 290, 320. 
‘A retail dealer has the unques- 
tioned right to stop dealing with 
a wholesaler for reasons sufficient 
to himself, and may do so because 
he thinks such dealer is acting 
unfairly in trying to undermine 
his trade.’ Eastern States Retail 
Lumber Dealers’ Association v 
The United States, 234 U. S. 600, 
614. See also Standard Oil Com- 
pany v. United States, 221 U. S. 1, 
56: United States v. American To- 
bacco Company, 221 U. S. 106, 
180; Boston Store of Chicago v. 
American Graphophone Company 
et al., 246 U. S. 8. In Dr. Miles 
Medical Company v. Park & Sons 
Company, supra, the unlawful 
combination was effected through 
contracts which undertook to pre- 
vent dealers from freely exercis- 
ing the right to sell. The judg- 
ment of the District Court must 
be affirmed.” 


INK 


The Advertising for 
Boy Scouts’ Drive 


A on during the weenie 
for 1,000,000 associate members 
for the Boy Scouts of America 
This drive is for the Purpose of se. 
curing adult membership in order 
that the necessary funds may be 
secured to carry on an intensive 
recruiting of boys for the Boy 
Scouts. Former Secretary of the 
Treasury W. G. McAdoo has ac. 
cepted the chairmanship of the 
Citizens’ National Committee. 

_ The Liberty Loan organization, 
in so far as it is possible to do so 
will be used in the campaign, 
There is a chairman for each Fed- 
eral Reserve District, who in turn 
controls the State chairmen in his 
territory. Overhead charges of 
the drive will be met by special 
subscriptions. : 

Publicity is under the direction 
of Frank R. Wilson, who had 
charge of similar work in the Lib- 
erty Loan drives for the Govern- 
ment. The greater part of the 
publicity will be supplied by the 
direct work of the Scouts and lo- 
cal citizens’ committees. A paid 
poster campaign is being used in 
New York which includes the 
Fifth Avenue buses and street- 
cars. Most of the business houses 
have shown great interest in this 
work, and a large number of these 
are featuring Boy Scout Week 
in their advertising. 

Statistics show there are 10- 
000,000 boys within the ages quali- 
fying membership. But from this 
number only 375,000. have been re- 
cruited. It is the purpose, there- 
fore, to increase the Boy Scout 
organization to such an extent as 
to enable it to induct a great many 
of these boys into the ranks of 
the Boy Scouts. 


H. G. Lavender Returns from 
France 


Herbert G. Lavender, who served in 
France for two years with the Amer: 
can Ambulance Service, has. returned 


to the Millinery Trade Review. Mr. 

Lavendar is vice-president of the Mil 

per Trade Publishing Company, New 
ork. 
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And Now August 


makes the eighth 
month so far this 
year in which The 


Delineator 


has closed with 


More Advertising 


than the corres- 
ponding month 
in any year for 


Half a Century 
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THE MOTHER'S MAGAZINE 
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Canada Advertises “Soldier Settle- 
ment” Programme 





Repatriation Plan, as Originally Adopted, Was Unsatisfactory and Pub- 
licity Was Needed to Explain Details of the Change 


By Harold C. Lowrey 


HE current campaign explain- 

ing the “Soldier Settlement” 
policy of the Canadian Govern- 
ment expresses, perhaps more 
dearly than any previous adver- 
tising, the Government’s confi- 
dence in the power of paid adver- 
tising to mould pub- 
lic opinion. Other 
campaigns have had a 
definite and tangible 
objective, but none 
have sought solely to 


change current opin- © Cheap Implements, 
Livestock and Harness 


jons as this campaign 
seeks to do. The 
Government now re- Tz 
lies on advertising to 
help it correct the 
gross. misunderstand- 
ing existing as to the 
nature and method of 
the Soldier Settle- 
ment. 


problem that labor 
unrest is, and yet it vt 
deals with a class that A 
we frankly prejudiced ' 
and who are in fight- 








It is not the big clap epee 


851 Ot charge encumbrances. 





Now the whole problem has to 
be met broadside. Owing to the 
intricate detail and technical in- 
formation regarding the settle- 
ment of soldiers on the land with 
the Government backing them 
financially, it has been quite diffi- 

















comvemently located, and (3) Up to $2,000 to buy ia 
sistance 10 








and wil have (our years 
to pay 
Only five per cent. will be 
charged 0@ these loans 
A cash paymest of one tenth 
the price of the land will be 
required, except in spectal cases 
Qualified settlers of Dominioo 
Lands may secure loans up toe 
maximum of $3,000 on « pian 
similar to the above for farm 
equipment, live stot, and erec 
boa of buildings, provided se 
canty offered justibes the loan 
If you figure you have more 
than a fifty fty chance to make 
good as a farmer, write to your 
Provineal Supenntendent at 
rs 32 Adelaide Street Bast, Toroate. 


1) Up to $4,508 to cower the 
cost of the land and dis- 





me 


The ” = 
ing mood because § 3! Soldier Settlement Board ==> 


they are under the im- 
pression that they 


have been unjustly OW CANADA 


treated. To change 
that attitude is indeed 
some task for advertising. 

The campaign developed out of 
the Repatriation advertising which 
appeared so generously some 
months ago. Strangely, the re- 
tuned men and their dependents 
vigorously disapproved of the orig- 
inal settlement plan and when 
the plan was put on a satisfactory 
basis, they never seemed to realize 
it or to forget their prejudice. 
The Government was to blame for 
part of this in not coming forward 
with immediate publicity explana- 


tory of the details of the change. 





“SELLS” ITS FARM SETTLEMENT PLAN TO 


RETURNING SOLDIERS 


cult to avoid misunderstandings 
and to prevent the settlements 
from being inadvisably made. 
Those men who had formerly 
been farmers or knew how to 
farm are provided with land and 
capital under certain conditions 
governing their use over a period 
of a few years while those who 
were not experienced farmers are 
given a course of training at 
central agricultural stations sup- 
plemented by apprenticeship on 
farms of experienced agriculturists 
prior to being given their own 
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land. During this time the Gov- 
ernment continues the separation 
allowances and the soldier’s pay, 
thus making it possible for the 
soldier to take his course of in- 
struction without financial worry. 

These are some of the. points 
explained in detail in the adver- 
tisements while the whole cam- 
paign seeks to anticipate the 
primary questions in the minds 
of the soldiers and their depend- 
ents. Once these basic causes for 
misunderstanding are put right, 
getting the rest of the plan over 
becomes comparatively easy work. 
Correcting these basic misunder- 
standings is the major task of the 
campaign. 

The copy is sufficiently similar 
to the Repatriation advertising to 
be easily recognizable as further 
information on this all-important 
subject to the returned men and 
their dependents. Thus the force 
and value of the preceding cam- 
paign is taken advantage of much 
to the financial gain of the Gov- 
ernment. 

The campaign is running in all 
the dailies in Canada. The 
space used is newspaper quarter 
pages and full pages in the veter- 
an’s papers. Just how long the 
advertising will run depends on 
the length of time it takes to 
mould the opinion of the public 
and those affected and to correct 
the current lack of accurate un- 
derstanding of the Settlement pro- 
posals. 


Cunniff in Charge of McCann 
Co., Canada 


L. J. Cunniff, who has been in charge 
of the Toronto office of the H. K. Mc- 


Cann Company, Limited, for the st 
year, was recently elected vice-president 
and general manager of the company. 
Mr. Cunniff was formerly in charge of 
the H. K. McCann Company business 
at San Diego, California. 


E. L. Partridge Representing 
“Shipbuilding Cyclopedia” 
Edward L. Partridge has been ap- 

pointed business representative of the 

Shipbuilding Cyclopedia, New York, in 

the Philadelphia territory. For_the last 

two years Mr. Partridge w n 

business representative of Power 

Wagon Publishing Company, Chicago. 
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Canners’ Mark : 
z S Market Awaits Aq. 
vertising 

oon re be - it do to have National 
brought to the ettent ey the fact 8 
buyer? . 1on of the potential 
« The packer believes it is : 
is he going to advertise fa thin, 
brand his cases or even his my 
the proportion of the cans, bat 

“a ‘ Population who 
see it in those places are the resen: 
customers; it will hold that trade a 
must be done, but the increase in c 
sumption is coming from the familie 
who do not now eat their Proportion of 
~ = ¢ ot 
canned foods, and this form of advertis. 
ing does not reach them. They mus 
have the superiority of canned foods 
over other foods brought to their a 
tention, and one of the points of supe 
riority is inspection of raw material and 
methods of canning, but that is not the 
only point that makes canned foods , 
superior proposition. 

Think of the advantages that yoy 
know! Do you recall the advertising 
campaign of Ivory Soap when they 
asked their customers to state what ad 
vantages this soap had over other Soaps, 
and also the odd services it could handle 
and they were flooded with answers be 
cause they had advertised Ivory Soa 
until nearly every family had tried it 
and there was always a member wh 
wanted to experiment in odd uses. But 
they had to get the people, and all the 
people, acquainted with the article firs 
and its use for standard purposes 
Canned vegetables have not been intro 
duced to the potential buyers yet—not 
twenty-five per cemt of our population 
ever bought a can of corn or peas— 
and it is up to the manufacturers to do 
it—“Cannery Notes.” 


Colorado Springs Seeks 
Tourists 


The Chamber of Commerce of Colo 
rado Springs, Colo., is advertising in 
one national medium and newspapers 
located in about thirty Western cities, 
through the Fawcett Advertising Agency 
of Colorado Springs. 

“The copy has been built,” H. i 
Fawcett tells Printers’ Inx, “around 
the idea that Colorado is not only: 
place, but a highly pleasant condition 
We are placing this copy in what w 
regard to be our immediate tourist tribe 
tary territory.” ; 

Inquiries, it is stated in the adverts 
ing, will be given attention in detail 
Descriptive folders are also mailed to 
those answering the advertisements. 


J. P. Duncan Makes Change 


John P. Duncan, for about eleves 
years in department store advertising 
in New York, and for the past tw 
years in the trade paper publishing 
field, is now with the Peltries Publist 
ing Co., Inc., New. York, publishers of 

American ‘Fur Buyer and Fur 
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| 
Oh, Mr. National Advertiser 
: Wouldn’t It Be Wonderful! 


Wouldn’t it be wonderful if all your markets were 
concentrated in a bunch of nice, compact cities, popu- 
lation of half-a-million or thereabouts 


—and each of these nice cities was so doggone 
wealthy that the banks were sorely troubled trying 
to find places in which to store everybody’s cash— 
say about fifty million dollars standing around wait- 
ing to be paged 


—and if each of these ideal cities was dominated in 
an advertising way by one single newspaper that was 
so overwhelmingly supreme in prestige, in circula- 
tion, in advertising, that figures failed to convey a 
full realization of its relative strength—in a word, 
a newspaper that could, without the help of any other 
medium, introduce your products into the homes of 
practically e, ry worthwhile family in this nice, 
compact market 


—but why continue tlis tantalizingly beautiful dream? 
It’s too good to be true. But while you wrinkle your 
brow and cudgel your brain trying to decide just how to 
split up that appropriation among highly competitive 
newspapers covering mediocre markets—remember there 
is one such “dream” city. That city is Milwaukee. And 
it has a newspaper that tallies with the dream. That 
newspaper is 


THE MILWAUKEE JOURNAL 


Of which 
H. J. GRANT The Special Representatives are 


is Publishe O’MARA & ORMSBEE, Inc. 


her 
and R. — ae York and Chicago 
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Advertising Would Pro- 
vide Employment 


C. F. Higham, Advertising Man 
and Member of Parliament, De- 
livers “Maiden Speech” in House 
of Commons—Cites Examples of 
Men Secured by Government 
Through Advertising 


N the House of Commons re- 

cently C. F. Higham, London 
advertising man and well known 
in advertising circles in America, 
delivered his first speech—advo- 
cating advertising as a solution of 
the problem of unemployment. A 
portion of his address follows: 

“The ordinary methods of gov- 
ernments in finding employment 
for work people will not do to- 
day. During the war the govern- 
ment invariably failed in finding 
men and women for the various 
activities of the state, and in the 
raising of Kitchener’s army it was 
necessary to call in outside meth- 
Again, in obtaining women 
A. C.’s and the 
W. R. E. N.’s outside methods 
had to be called in. I am not sure 
that the right honorable gentle- 
man is aware that his department 
not so long ago was asked to find 
men for the shipyards. The Ad- 
miralty were informed that there 
were no men available for the 
purpose. The matter was presented 
to those who understand the art 
of advertising, and in some five 
days so many men were secured 
for the shipyards that many of 
them had to be sent back home 
again until housing accommoda- 
tion could be found for them. The 
Labor Department, again, were 
asked to obtain women as man- 
ageresses in the Army and Navy 
Canteen Department. The Min- 
istry informed that department 
that there were no ‘such women 
to be got, but in twenty-four hours 
some 700 women were secured 
and fifty were taken on as man- 
ageresses. 

“IT therefore suggest that the 
Ministry of. Labor have not ex- 
hausted all the means at their dis- 
posal to secure work for the sol- 
diers and sailors and those dis- 


ods. 


for the W. A. 
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charged from the munition { 
tories. I know that it is not ba 
proper for a man who understands 
publicity to rise in this House ~ 
discuss a matter with which h 
is familiar, but I have been datine 
enough this afternoon to dof 
because I feel that one of the 
most mecessary tasks before the 
Government is that they should 
immediately get the employees in 
touch with the employers. [| be. 
lieve it can be done, but not 
through the Labor Exchanges, , 

“If the Government many months 
ago had prepared the way fae 
the rapid demobilization of the 
army, and had found out—it js 
something which they never seem 
to attempt to do—what was really 
going on in the country, if they 
had a proper Information By- 
reau to gather facts for them and 
for every department of the state 
exactly as the Intelligence Depart- 
ment found out facts with regard 
to the enemy, we should not need 
half the present Government staffs, 
and we should be able to get on 
with our work very much better 

“Soldiers and sailors have no 
right to be pauperized, and we 
have no right to pay them doles 
when they do not want doles. | 
believe that the man who fought 
for the country wants to work 
for the country, and I believe it 
is untrue that employers have not 
work for the vast number of the 
unemployed. I believe it is only 
essential to adopt the same meth- 
ods that were adopted in getting 
men for the shipyards and women 
for the canteens to solve this ques- 
tion. I am fully aware that many 
people will say that a publicity 
man thinks that publicity is the 
beginning and the end of all 
things, but I believe it is the be- 
ginning of the solution of this 
unemployment problem, and be 
cause I feel that I respectfully sub- 
mit it to the Minister of Labor 
for his consideration.” 


D. B. Jessie Makes Change 


Dan B. Jessie, formerly with the Ch 


cago office of the Federal Advertising 
Agency, Inc., has joined the advertising 
staff of American Farming, in the sam 
city. 
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CHAS, P. DICKSON, 
Advertising Manager 
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BURRIDGE D. BUTLER, Publisher 
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The Green. Fulton, Cunningham (y 


FORMERLY THE CARL M.GREEN COMPANY. 


CARL M. GREEN. PRES. H.J. CUNNINGHAM, TREAS 
J.D. FULTON. VICE-PRES A.W. THOMPSON, SEC 


DETROIT CHICAGO 


FREE PRESS BLDG STEGER BLDG 








Holle 
Holley 


The character of the service this agency Lockw 
renders is very clearly reflected in. the : 
character of the accounts you will see 

on the opposite page. 


And the very diversity of these ac- 
counts is in itself added evidence of 
the ability of this organization to handle 
intelligently and efficiently every type 
of marketable product. 


Business placed and ordered this year 
for the clients listed opposite, registers 
an increase in the business of this 
Company of approximately 65% over 
the best previous year. 








PRINTERS’ INK 


Advertising 


GFL, 


vo 





Automobiles 


Dort Motor Car Company 
The Dort 
Nash Motors Company 
The Nash Six 


Saxon Motor Car Company 
Saxon Six 


Automobile Accessories 
Holley Carburetor Company 
Holley Carburetors and Manifolds 


Lockwood-Ash Motor Company 
Sterling Spark Plugs 
Lockwood-Ash Marine Engines 


Sparks-Withington Company 
Sparton Motorhorns 
Radiator Fans 
Vacuum Gasoline Systems 


U.S. Ball Bearing Company 


Strom Bearings 


Vesta Accumulator Company 
Vesta Batteries 


Bodies 


anderson Electric Car Company 
Passenger Car Bodies 


Corsets 


Modart Corset Company 
Modart Front Lace Corsets 


Financial 


Federal Bond @& Mortgage Co. 
Bonds and Mortgages 


Hardware 
Lawson Manufacturing Company 
Hinges, etc. 
Leathers 
N. R. Allen Sons Company 
Leathers 
Overalls 
Larned, Carter Company 
Headlight Overalls 
Signal Devices 
The Autocall Company 
The Autocall 
Stoves and Furnaces 


Detroit Stove Works 


Detroit Jewel Gas, Coal and Wood 
Ranges, Coal and Wood Heating 
Stoves, Warm Air Furnaces 


Toilet Preparations 


F.F. Ingram Company 


Milkweed Cream, Rouge, Velveola 
Souveraine Face Powder, Zodenta 
Tooth Powder, and Perfumes 


Truck Axles 


Wisconsin Parts Company 
Truck Axles 


Trucks 


General Motors Truck Co. 
GMC Trucks 
% to 5-ton capacities 
Nash Motors Company 
Nash One and Two Ton 
Rear Drive Trucks 
Nash Quad 
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Waste Circulation 


Eliminated 


HE SUBSCRIBER to a religious paper does 

not read it for amusement, nor to gratify 

idle curiosity. The Church paper, if a good one, 

affords an opportunity for studious and serious 

reading, for gaining a knowledge of the activities 

and problems of the Church in which the reader 
is vitally interested. 


The special articles in The Churchman are 
written by persons of high rank in the Episcopal 
Church and in the world at large. They are the 
authoritative writings of keen-thinking people 
talking to a constituency of equal intelligence. 


Concerns advertising in The Churchman profit 
by the confidence thus inspired. Added to this 
is the fact that Churchman readers possess more 
than average means. 


In recognition of this condition, many of the 
country’s leading advertisers are now regular 
users of Churchman space. 


THE CHVRCHMAN 


Churchman Co., Publishers 
381 FourTH AVENUE, NEW YORK 
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What Happens When a Proprie- 
tary Article Becomes Competitive 


New Light on the Aspirin Case 


Tueopore F. MacManus 
Incorporated 
Detroit, MicH. 
Béitor of Painters’ Inx: , 

We are just in receipt of your wire, 
which is evidently in answer to the 
letter written you yesterday. : 

We have carefully read the article on 

e 20, December 19, 1918, issue of 
interns’ INK, but do not find that 
it answers the questions which we 
asked. a 
In this article is indicated that the 
Examiner of Interferences cancelled 
the registration of the trade-mark 
“Aspirin” held by the Bayer Co. 

As we understand it, the manufac- 
turer has the right of appeal from 
this decision to the Commissioner of 
Patents. 2 em. 

In the event that the Commissioner 
of Patents rules adversely, we under- 
sand that the manufacturer has the fur- 
ther right to take the case to the 
Court of Appeals of the District of 
Columbia. 

We would like to know whether or 
not the manufacturer has avail him- 
self of the privilege of taking the case 
to the Commissioner of Patents and 
from there to the Court of Appeals of 
the District of Columbia, and if so 
what decisions were had. 

In the event that the case has been 
appealed and no decision yet made, we 
would be interested to know if the 
adverse decision of the Examiner of 
Interferences would be considered 
prejudicial to the future chances of the 
manufacturer. 

Tueopore F. MacManus, Inc. 


T= Commissioner of Patents 
has cancelled the registration 
of the trade-mark “Aspirin,” in 
accordance with the recommenda- 
tion of the Examiner of Inter- 
lerences at the Patent Office, and 
the incident may be said to be 
closed in this quarter. 

Our correspondent is entirely 
correct in his information that 
under circumstances such as these 
a manufacturer whose title to a 
trade-mark is imperiled has the 
right to appeal from an action by 
the Examiner of Interferences 
(or a ruling by the Examiner of 
Trade-Marks) to the Commis- 
sioner of Patents. And if dis- 
satisfied with the outcome of the 
review of the case in this quarter 
he may, in turn, appeal to the 
Court of Appeals of the District 
oi Columbia, which is a court of 


last resort for trade-mark ques- 
tions arising at the Patent Office. 

However, in the present prece- 
dent-making case, the Bayer 
Company, erstwhile registrant of 
the mark “Aspirin,” did not avail 
itself of the privilege of appeal. 
Accordingly action was taker ac- 
tually cancelling the registration. 
Inasmuch as the time for appeal 
has now expired, it may be as- 
sumed that the Bayer Company 
contemplates no further effort to 
establish its rights. 


SIGNIFICANCE OF ANOTHER “ASPIRIN” 
CASE 


While the contest before the 
tribunals of the Patent Office is 
at an end, there remains for early 
argument the case, in the Circuit 
Court of Appeals for the Second 
Circuit, of the United Drug Com- 
pany versus the Bayer Company. 
Consideration of this case in the 
Circuit Court was suspended 
pending the decision of the issue 
at the Patent Office. The case in 
the Second Circuit is one wherein 
the Bayer Company had applied 
for redress against the United 
Drug Company on the plea of in- 
fringement of trade-mark and the 
United then made application at 
the Patent Office for the cancel- 
lation of the registration of “As- 
pirin.” 

This “Aspirin” issue is signifi- 
cant because it is the first one of 
its kind that has been raised at 
the Patent Office. It also holds 
especial interest for national ad- 
vertisers in that stress was laid 
in the argument of the case upon 
the purport of the Bayer adver- 
tising and particularly the exten- 
sive use of the slogan: “The 
Trade-Mark ‘Aspirin’ (Reg. U. S. 
Patent Off.) is a guarantee that 
the monoaceticacidester of sali- 
cylicacid in these tablets and cap- 
sules is of the reliable Bayer 
manufacture.” The Bayer Co. 
backed up some of the contentions 
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Good. Better. Best. 
Never let it rest; 

Till the Good is Better 
And the Better Best. 


The man who daily 
confronts some art 
problem and demands 
outside assistance, will 
find in our folder a 
suggestion of how we 


can help. 


“TO SERVE YOU 
BETTER?” is the 


name of it. 


It tells a good deal 


about our methods and 
why we get better re- 
sults. 


By writing for it 
you will be serving 
your best interests. 


I want to send a 
copy to every man who 
is interested in better 
methods, better art 
work and better serv- 
ice. 


Shall I send it? 


Mark: lbmas 


Managing Artist 
6 


GOTHAM STUDIOS INC? 
1133 BROADWAY 
NEW YORK 


*Gotham for Art Work. 




















with respect to its adverts 

with evidence that its advertisi 

to the general public has been 
confined to the period since the 
American firm began the many. 
facture of Aspirin tablets instead 
of depending upon importations 
q hat is to say, the campaign for 

Aspirin” —conducted in a list of 
300 newspapers on an average of 
one insertion weekly—began jp 
July, 1916. It is the contention 
of the Bayer Company that any 
suformation as to the claim of 
trade-mark rights which may 
have been conveyed to the public 
by that advertising came entirely 
too late in the history of the 
name “Aspirin” to have any ma- 
terial effect on the status of that 
name. Indeed, the first adver. 
tisements to the general public 
were inserted only about eight 
months prior to the expiration of 
the Hoffman patent under which 
Aspirin was made. In other 
words if the Bayer Company had 
any right to the continued exclu- 
sive use of the word Aspirin, it 
had that right regardless of the 
advertising. 

Patent Office officials feel rather 
strongly with respect to a policy 
that 1s alleged to be rather preva- 
lent in the proprietary medicine 
field and which operates to leave 
the consuming public no word to 
use in calling tor an article ex- 
cept the registered trade name 
These officials call the attention 
of Printers’ INnx to the relatively 
small number of manufacturers 
who allow the public an alterna- 
tive designation as has been done 
for example in the case of 
“Vaseline” which carries in equal- 
ly prominent display the equiva- 
lent title “Petroleum Jelly.” Some 
years ago the Aspirin labels of 
the Bayer Company carried four 
equally conspicuous: designations, 
namely: “Aspirin,” “Acetyl Sali- 
cylic Acid,” “Antirheumatic Acid” 
and “General Substitute for Sal- 
cylate of Sodium.” Persons of 4 
contemplative turn of mind may 
give rein to conjecture whether 
there might have been a different 
outcome of the recent case at the 
Patent Office if these selective 
terms had appeared in the adver 
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ising instead of the more appal- 
1 “monoacetic-acid-ester of sali- 


preserved to the public the right 
i, as one official puts it, call 
ior goods by their name” is a prin- 
cgle that has for some time past 
wen taking root at the Patent 
Ofice but the “Aspirin” case is 
the first one that has enabled it to 
fod concrete expression. 

Ina case where a manufacturer 
ses the exclusive control of a 
proprietary name, the product, 
yaring that name, of course, be- 
somes competitive. However this 
does not necessarily jeopardize 
his chances in the market. He 
dil has an opportunity to use his 
on brand on his make of the 
wticle. Then, as is the case with 
ay competitive product, the suc- 
ws of such a manufacturer in 
the field depends on the aggres- 
dveness he uses in selling his 
jand. Here, as elsewhere, ad- 
ertising will enable him to hold 
hisown—[Ed. Printers’ INK. 


Pacific Coast Ad Men in Con- 
vention This Week 


The Pacific Coast Advertising Men’s 
\sociation is meeting in convention this 
wtk at Portland, Ore. The speakers 
athe programme include William C. 
Vary, president A. A. C. of W.; F. 
¥. Kellogg, of the Los Angeles Ex- 
jes; Felix Orman, of Leslie’s; Profes 
wt Norman T. Coleman, national direc 
eof Y.M C. A. educational work in 
loope, and Mayor Ole Hanson, of 
ttle. 

Portland’s Annual Rose Festival is 
wing held this week also. . One feature 
the entertainment of advertising dele 
pits was announced to be a ninety-mile 
momobile excursion over the Columbia 
lighway and a fresh brook trout break- 
ist at Eagle Creek, forty miles out of 
Portland. 


G.C. Dorsey with Marshall 
Field 

&. €. Dorsey, formerly of the edi- 

wal staff of the Chicago Tribune, is 

r wit isi staff of Mar- 

ull Field & Co., porn Be oy Chicago. 


Iwo New Grocery Chains in 
Toronto 
The Dominion Stores, Limited, and 
Groceterias, Limited, are two 
michains of grocery stores operating 
2 Toronto. 
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Mr PUNCH 


IS A CHEERY OLD SOUL 


E carries hischeerful 
message to Britons 
who are buyers of high- 
class goods and service 


the wide world over 
every week. 


His readers in a cheery 
frame of mind buy freely 
of the high-class goods 
and service advertised in 
his pages and cheer up 
the advertisers. 


Advertisers being thus 
cheered up, cheer up Mr. 
Punch by demanding more 
advertising space than he 
has to sell. So all around 
the cheery circle the word is 
CHEERIO! 


ROY V. SOMERVILLE 
Advertisement Mana _ r. “ Punch” 
eri 





Why Big Drop in Prices Can't } 
Expected 


Economic Reasoning Is All in Favor of a Continuance at Present Levels 


By Richard Hoadley Tingley 


HE after-the-war history of 

other notable wars shows, 
with unmistakable unanimity, that 
commodity price-levels always fell 
off slightly from the high records 
made during the progress of the 
war, but that the average for a 
series of years, both before and 
after, never failed to show that 
prices advanced after peace had 
been declared. 

But analogous reasoning is not 
always to be trusted implicitly. 
Circumstances may enter in that 
destroy its force, and he who at- 
tempts to solve economic problems 
on purely mathematical theories 
will often be misled. For this 
reason I propose in what follows, 
to summon other witnesses in an 
endeavor to prove, or disprove, 
the testimony of history. 

When commodity prices rise it 
may be said that the quantity of 
money paid for goods and services 
at that particular time has been 
increasing faster than the quantity 
of goods; and when commodity 
prices fall, that the quantity of 
goods is increasing faster than the 
quantity of money paid for them. 
In round numbers this is the so- 
called “quantity-of-money” theory 
of prices. 

The principal causes that, singly 
or in combination, make for high 
price levels are: 

1. The presence of gold in ab- 
normal quantities. 

2. An inflated currency. 

3. An inflated condition of 
credits producing “easy” credits. 

4. A demand for goods and ser- 
vices in excess of supply; under- 
production. 

5. When large sums of money 
are being, or have recently been 
expended, for the production of 
the destructive goods of war. 

On the other hand, the several 
and principal causes that, singly or 

From Forbes Magazine. 


in combination, make for {py 
price levels are: 

1. The absence of a large gold 
reserve. 

2. The low currency issue m 
which the ratio of paper to gold is 
at a minimum. ; 

3. “Tight money,” or a sy 
normal condition of credits, 

4. A supply of goods and ser. 
vices in excess of demand; o 
overproduction. 

5. A depressed or stagnant stat 
of business. 


GOLD RESERVE AND CURRENCY Issugs 


Prior to the outbreak of th 
European War the United Stats 
was carrying a normal. stock of 
gold money of approximately 
$1,900,000,000. While we wer 
still a neutral nation the exiger- 
cies of war brought addition 
gold to our shores amounting to 
something more than a billion of 
dollars. This gold has stayed 
with us, so that now we ari 
possession of $3,085,000,000 oi 
gold money, $2,125,000,00 oi 
which is in the custody of th 
Federal Reserve banks. This golé 
is abnormal in our hands. Iti 
fully a third more than our.oré- 
nary pre-war requirements, aid 
represents more than a third of 
all the gold money in the worl 
It is its presence, acting wit 
other agencies, that has dont 
much towards raising price levek 
for it has been a_ stimulant 0 
credits, and stimulated credits # 
ways produce active business ai 
its counterpart, high prices. 

Is there any immediate prosped 
of the gold leaving our shores! 
Figure it out for yourself. 

Gold moves back and forth te 
tween countries in response to 
ternational trade conditions, ® 
settle international trade 
other financial balances. For 3 
number of years to come ® 
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They Connect 
Consumers’ “Interest” 


= with the 
Of th “ 
1 Stats Buying Impulse 
tock of 
imately 
e wer 


=]| “ING-RICH” 
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“san Porcelain Enameled Signs 


nt state 


These conspicuous, attention- gripping signs 
act as the final reminder just before the order 
is given—at the point of sales. The psychol- 
ogy is logical—the appeal is certain. 


And they're so economical, too, because they 
last indefinitely and never fade, crack or scale. 


If you will tell us the wording and how they’re 
to be used, we will gladly submit sketch and 





7 at prices for your approval. You'll be surprised 
prospe at the effectiveness and economy. 

shores: é, 

f. 

fh THE INGRAM-RICHARDSON MFG. CO. 
. C College Hill Beaver Falls, Pa. 
at } 
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You Can Cover the Rx 


HE people of the South today have a greater 
buying power than at any previous time. 


They believe in enjoying life while there js 
opportunity and are especially responsive to the appeal 
of goods which make them happier and healthier, 


Southern people also are disposed to buy advertised 
articles that are brought to their attention in a con- 
vincing way, through mediums in which they have 
confidence. 


The newspapers of the South offer by all means 
the most efficient means of reaching the great buying 
public of the South and this field can be covered only 
through them. 


Secure the circulation figures of all the leading 
weekly and monthly magazines in any typical Southern 
town and compare the total number of homes reached 
by them with the number into which the newspapers 
of the place go regularly. 


Then figure the cost of having your advertisement 
taken into the smaller number of homes in which one 
or more of the magazines are read with the outlay 
required to place the message it carries in the larger 
number entered by the newspapers. 


In this way you will get a con- 
vincing and illuminating demon- 
stration of two things—first, that to 
reach all the people of the South 
you must use its newspapers, and, 
second, that through them the 

The Associated ag. Whole South can be covered a 
vertising Clubs of the Staller cost than is required to 
World hold their next advertise to the portion of its 


Convention in the P 
South, at New Orleans. people who read the magazines. 
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i Responsive South 
pers Its People Read 


Nearly all the enterprising newspapers of the South 
have been rapidly increasing their circulations since 


war restrictions were removed. 
heen advanced to correspond in but few cases. 


Advertising rates have 


Now 


isa good time to start your campaign in the Southern 
States, since through the newspapers you can buy 
space for less than its real, result producing value. 


Any or all of the following members 


of 


the Southern Newspaper Publishers As- 


sociation 


will gladly quote rates, 


supply 


information and give co-operation. 


— 


Anniston Sti 

Birmingham "Ase. seen 

Birmingham L 

Birmingham 4 

adsden Daily Times. News 

adsden Journa 

Mobile Raster 

Montgomery Morning and 
Evening Advertiser 





ARKANSAS 


Little Rock Arkansas 
Gazette 


FLORIDA 
Jacksonville Florida 
Metropolis 
Jacksonville Florida 
Times-Union 
Miami Herald 
Palm Beach Post 
Pensacola Journal 
St. Augustine Evening 
Record 
St. Petersburg Evening 
ndependent 
Tampa Dally Times 


GEORGIA 


Atlanta Constitution 
Atlanta Georgian and 
Sunday Amerioan 
Atlanta Journal 
Augusta perentete 
a, 


Columbus 
Oublin Goorin Herald 


PREPARED BY 


GEORGIA (cont.) 


Macon News 

Macon Telegraph 

Rome Tribune- Herald 
Savannah Morning News 
Waycross Journal-Herald 


KENTUCKY 


Lexington Herald 
Lexington Leader 
Louisville Courier-Journal 
and Times 
Loulsville Herald 


LOUISIANA 


New Orleans item 
New Orleans Times- 
Picayune 


MISSISSIPPI 
Meridian Star 


NORTH CAROLINA 


Asheville Citizen 
Asheville Times 
Charlotte News 
Charlotte Observer 
Concord Dally Tribune 
Greensboro Dally News 
Hickory Dally Record 
Raleigh News & Observer 
Raleigh Times 
Rocky Mount Evening 
Telegram 
Salisbury Post 
Washington Daily News 
Wilmington Dispatch 
Wilmington Star 
Winston-Salem Journal 
Winston-Salem Sentinel 


SOUTH CAROLINA 


Anderson Dally Mail 
perenen Soe & Courter 


Greenville Dally News 
Greenville Piedmont 
Spartanburg Herald 
eas ee and 
arolina Spartan 


TENNESSEE 
Chattanooga News 
anenes Times 
Jackson 
Kuoxvitte J journal and 


Tribune 
Knoxville Sentinel 
Memphis Commercial- 
Appeal 
Nashville Banner 
Nashviile Tennessean- 
American 


TEXAS 


Beaumont En rise 
Dallas Morning News & 

Even —, Journal 
Dette p Tiees- Bore 


Ft Worth Star-Telegram 
Galveston News 

Houston Chronicle 

Houston Post 

San Antonio Express 

San Antonio Evening News 


VIRGINIA 


Bristol tengne-< Courier 
Lynchburg 
Petersburg Evening Progress 


Tre Tomas ADVERTISING SERVICE 
JACKSONVILLE AND TAMPA, FLa. 
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States 

: , . : : come, f 
his page in Printer’s Ink has, on occasion, | fH is repa 
: 1 a ravages 
been graced with a bouquet of opinions aa 
on my work by professional writers, | yo 
Seconding these favorable comments, Mr. W.J. || HH camot 
our abn 


Wallace, Sales Manager of the Berkey and Gay | ate 
Furniture Company, says: “very interesting and oye 
from my own experience with you, I feel that "Since 


what they say is absolutely true.” 





I had the felicity to prepare a long series of ad § cen 
vertisements which Mr. Wallace hailed as “the |B ii” 


best copy ever written on Berkey and Gay It wil 


. ” unless a 
furniture. nomic 
sure to | 


And Berkey and Gay furniture, in its mellowness 
and fullness of perfection, has inspired many able } J We 1 


° . ‘ easy C 
authors to exercise their finest skill. Until th 
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sums of money will be due and 
sayable in the United States in in- 
terest and principal on war loans 
made to foreign countries, These 
joans have amounted to $10,000,- 
000, and the annual interest 
will approximate $400,000,000. 
This will have a strong tendency 
to keep our gold at home ; indeed, 
ynless checked by counter moves, 
4s in a wholesale investment of 
our foreign credit moneys in the 
gcurities of these debtor coun- 
tries, more gold is likely to come 
this way. In addition to this, the 
trade balances between all Euro- 

jean countries are sure to be im- 
mensely in favor of the United 
States and for some years to 
come, for Europe must look to us 
to repair, in a large measure, the 
ravages of war, and our exports 
are sure to be vastly in advance 
of our imports. 

The logical conclusion, then, 
cannot fail to be that our gold, 
our abnormal gold, will remain in 
our hands; stimulating credits, 
business, and promoting high 
price levels. 

Since 1914 the currency of the 
United States has increased from 
$3,400,000,000 to practically $5,- 
000,000,000, or something like 44 
per cent, thus adding another rea- 
son why price levels should not 
fall. 

It will be seen, therefore, that, 
unless all previously accepted eco- 
nomic theories fail, this is what is 
sure to happen. 
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CREDITS AND PRICES 


POAC 


We have seen that a state of 
“easy” credits stimulates business. 
Until the production, so stimu- 
lated, has been increased to a 
point where the quantity of goods 
produced has increased faster 
than the quantity of money paid 
for them, the effect will be to 
raise price-levels. On the other 
hand, when the influence of 
credits has stimulated production 
fo a point where the quantity of 
goods produced is greater than 
the quantity of money paid for 
them, the effect will be to reduce 
prices. The demand for goods 
ats first. So long as this demand 
exceeds the supply, high prices 
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MR. STAS AZOY 


Mr. Azoy is a mem- 
ber of this organization 
because as a service rep- 
resentative he is pecu- 
liarly well qualified to 
interpret your ideas into 
advertising illustrations. 

The service represen- 
tatives of this organiza- 
tion are artists with ad- 


vertising training,  be- 
cause we believe that 
men who can_ under- 


stand and advise on the 
technical and artistic 
merits of an illustration 
bring practical help to 
our clients. 

The result of this plan 
is that a far more intelli- 
gent and artistic class of 
work is produced in our 
studios, than would other- 
wise be possible. 


Louis C. Pedlar, Inc. 


Counsel In Art 
95 Madison Avenue, N. Y. 


Telephone Madison Square 511 
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tthe master Daum pencil, 


No matter how heavy 
or light your hand— 
or what kind of work 
you do—you will find 
your pencilamong the 
17 perfect leads of 
Dixon’s Eldorado. 


hin IT LEADS 


one for every need 
or preference ~ 


The long wearing, 
delightfully smooth 
and rapid gliding 
leads will ease and 
quicken your work 
and make for genuine 
pencil economy. 


Write us on your letter- 
head for our grade chart 
and free samples of your 
favorite leads. Please men- 
tion your dealer’s name 
and whether very soft, soft, 
medium, hard or very hard 
lead is desired. 


JOSEPH DIXON 
CRUCIBLE COMPANY 
Established 1827 

Dept. 150-J 
Jersey City, N. J. yas ANN 
Canadian Distributors 


A. R. MacDougall & Co., Ltd. 
Toronto, Ont. 
There_is a Dixon-quality Pencil, 


rayon, and Eraser for 
every purpose 
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will prevail. Credit steps in and 
the operation goes on till the j 
fluence thereof has produced 
rg — goods and servien 
yeyond the dem } 
will fall, and. Then price 

Credit stepped in during the 
war, superinduced by the gold that 
made it possible, and the destruc. 
tive goods and services of war 
— — ed in enormous quan- 

es. 1e supply, however, was 
never equal to the demand and 
high price-levels resulted. The 
influence of credit, stimulated by 
gold as before, is still a latent 
factor in the production of the 
commodities of peace. The stage 
is set for this influence to be ex. 
erted when called for, Although 
the demand has not yet expressed 
itself in the outspoken terms of 
large figures, it can hardly fail to 
do so when halting business wakes 
up and makes up its mind that the 
time for hesitation is passed; 
that stable conditions have been 
reached. This mental condition 
may not be reached till after the 
Victory Loan has been disposed 
of, or till the terms of peace have 
been finally written into history, 
but the day cannot be indefinitely 
postponed. 

For the past four and a half 
years the world has been intensely 
occupied in producing the goods 
and services of war. While this 
has been going on the production 
of the essential commodities of 
peace has been curtailed to a de 
gree that the world now faces a 
marked shortage in most of its 
essential peaceful requirements. 
This shortage must, in part at 
least, be made up. The demand 
is here as evidenced by the fact 
that the retail business through- 
out the United States was never 
better. But the shelves of the 
retail stores are being rapidly de 
pleted of their stocks and are not 
being replenished because the 
manufacturers are waiting. Are 
they waiting. for lower prices of 
raw materials? If so, unless out 
reasoning is based on unsound 
grounds, they are likely to walt 
in vain. Or, are they waiting for 
stable prices, be they high or low! 
This seems more reasonable. But 
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THIS BUSINESS WAS 
BUILT UPON 


—ideas crystallized into action and made prac- 
tical by men experienced in the needs of business 


concerns. 


Our ideas working with these alert, 


progressive houses resulted in success for both, 
in very great increase all along the line. 





LET THESE MEN BUILD UP 
YOUR BUSINESS 


HOMER J. BUCKLEY, directing 
the service end of the business, of- 
fers clients the co-operation of these 
able specialists: 

. M. BRYANT 

Bryant specializes on sales 
plans and campaigns. He has been 
extremely successful in increasing 
the number of dealers for several 
large manufacturing concerns. His 
research work is thorough, his rec- 
ommendations practical and pro- 
ductive. 


Bilger in his department—that of 
correctly interpreting the message. 
Pulsating copy, inimitable style, 
mingled with a wonderful fund of 
good humor—and (mighty impor- 
tant), all of it bringing in business. 
—FLINT McNAUGHTO 

Editor of ‘‘Ideas,”” author of 
“Intensive Selling,”” ‘More Busi- 
ness Through Postcards,’’ etc., Mr. 
McNaughton is a recognized au- 
thority on market analysis, house 
organs and enclosures, and gives to 
every client an unusual amount of 
analytical help. 
—JOHN H. CLAYTON 

Nationally recognized as an au- 
thority on advertising typography 
developed through preliminary 
dummy layouts. Mr Clayton, 
through his ability to put his finger 
on fundamentals has been remark- 
ably successful in building business 
for his clients through direct mail 
methods. 











You Can 
' Greatly 


* Increase 


YOUR 
Business 
Too 


by letting us co-operate 
with you—by allowing us 
to make suggestions for 
building up your business 
through the various 
angles of Direct Adver- 
tising, at which we 
specialize. 

If you’re interested— 
and of course you are 
—you'll take the minute 
necessary to dictate a 
letter now—FOR BUSI- 
NESS HELPS AND 
SUGGESTIONS. 


BUCKLEY, 
DEMENT 
& CO. 


634 Sherman Street 
CHICAGO 
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The standard paper for business stationery for the pe 
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To use Old Hampshire Bond is to add about 60 
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favorable impression to strong argu. 
ment. § Many a case is won by the ated in 2 
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shen will business make up its 
aind that stable prices have been 
reached ? : ; 

| shall give but one illustration 
of the shortage that now exists in 
the essential commodities of 
yace. The case I shall cite is 
typical of industry generally. 

“The manufacturers of cotton 
sods were suddenly called upon 
io switch their industry that had 
heen “set” or “gauged” to pro- A Bec at 
duce the goods of the civilian 


sii at war. The war tound the || LHE NEW SUCCESS 
cotton mill men working on well MARDEN’S MAGAZINE 


established lines, producing just Writes: 


about goods enough (or a little ms 

hit more), to meet the needs of I have read THE NEW 

wt home people. War stepped SUCCESS and can say it 

in and told them that they must has been the means of my 
closing a deal amounting 


reorganize their smooth running 
factories and produce the goods ° several thousand dol- 
lars. 


if war. The result has been that, 
for the past two years, their fac- “Reader-interest” is a hackneyed 
ries were working about 40 per expression; but it has a real mean- 
ent on the goods of war, and ing when applied to such a medium 


aout 60 per cent on civilian as THE NEW SUCCESS. 


gods. More than this. The dis- Dozens of striking, unusual, spon- 
mption of organization has re- taneous letters from readers who 
ulted in a loss of efficiency in the have been helped by this maga- 
production of civilian goods of at zine come to us daily. Thousands 
kast 20 per cent, so it is safe to of them come to us in the course 
ay that the production of cotton of a year. 


gods such as you and I wear has A = ith 
len but about 50 per cent of ny advertiser with a message 


wrmal since the war began. To for intelligent, earnest, serious- 
give you an idea of what this minded men and women will re- 
means I will say that this 50 per ceive a most gratifying response 
ent shortage amounted, in 1918 to his advertising in this medium. 


done, to upwards of 7,000,000,000 
square yards of cloth! 

When one takes into account Our present advertising rate of 
the fact that much the same thing sixty dollars a page, twenty 
tes he ies “ il ‘ S cents a line, holds good for the 
us been going on a over August and September issues 
Europe, and for a longer period only. Our circulation has grown 
of time, are there any grounds so rapidly since the present rate 
. Oss 7 § went into effect, that the space 
for the belief that there will be an is now worth one hundred and 
wersupply of the. world’s cotton wate —_ 2, Daee, shiney 
. a at oi . > . ve centsa line. at wi our 
goods in the near tuture ? Only rate beginning with the Octo- 
moverproduction can bring lower ber issue. Last forms for the 
prices. August number close July Ist. 


OMMODITY PRICES CANNOT RECEDE 

th 4 ; ee THE NEW SUCCESS 
SE eee iw —. eye 4 1133 BROADWAY, NEW YORK CITY 
, * commodity prices ca CHARLES H. DESGREY, Adv. Mgr. 


tot, in reason, recede very far 
from cieee levels . rote sndii- me << ~~ —_- H. Shattuck 
‘ - : Ps ‘eoples Gas Building, Chicago 


cations point squarely, I think, to Eastern Representative: Lee & Williamson 
higher levels. 381 Fourth Avenue, New York 


In view of the above, should not 
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MANUFACTURERS 


ENGINEERING 
EQUIPMENT 


will find the Spanish and 
Portuguese speaking coun- 
tries a worthy field for cul- 
tivation. With a. popula- 
tion of over one hundred 
million, these countries of- 
fer big possibilities for the 
sale of engineering and con- 
tracting equipment and in- 
dustrial machinery. 


EL INGENIERO 
Y CONTRATISTA 


has been the pioneer publi- 
cation for over four years, 
and is producing returns 
for its advertisers. 


It will pay you to learn 

of our facilities for de- 

veloping foreign business. 
DODWELL & CO., Ltd. 
159 Water Street New York 




















the business man now begi 
trim his sails to meet the he 
blowing from that quarter rr 
should not he bear in mind that 
high price-levels and active busi. 
ness conditions go hand in hand? 
Will business choose this theory 
and work in accordance with its 
teachings? Or does it prefer low 
price-lev els and a depressed and 
stagnant condition? ; 


Paper Loses Money, but Won't 
Take Advertising 


_ The Chicago Federation of Labor 
finds itself called upon to solve the 
proble m of how to make a paper pay 
for itself without selling any advertis 
ing space. At a recent meeting of the 
federation it was reported that the New 
Majority, a weekly labor paper of Chi 
cago, was losing money at the rate of 
$1,000 per month. It was pointed ou 
that the paper’s circulation is only 
5,000, despite the fact that there are 
300,000 union men and women in (Chi 
cago. A committee of twenty-one was 
appointed to try to boost the circulation 
to a point where the federation would 
be justified in turning the paper into a 
daily. The plan is to continue to r 
fuse to accept advertising. : 
It does not exactly appear just how 
the federation expects to make a daily 
pay when a weekly wouldn't, but the 
federation is going ahead on that basis 


Representatives Prepare for 
Outing 


The twelfth annual outing of the Rep 
resentatives’ Club, New York, will be 
held at Gedney Farms, N. Y., Friday, 
June 27. Field sports, tennis, baseball 
and golf will be engaged in during the 
day, followed by a dinner at night. A 
list of valuable prizes will be distributed 
among the winners of the various ath- 
letic events. Those in attendance at the 
dinner will receive souvenir favors, com 
sisting of well-known nationally adver. 
tised products. Percy L. Atkinson, o 
Cosmopolitan Magazine, will act as toast 
master. 

The train for Gedney Farms leaves 
the Grand Central Station at 12:5. 
R. B. Bowen, of Outlook, is chairman 
of the outing committee. 


A. B. C. Members to Be Enter- 
tained 


In connection with the convention 
the Audit Bureau of Circulations, to be 
held in Chicago, June 19 and 20, the 
members in attendance will be guests 
the advertising council of the Chicago 
Association of Commerce on the eve 
ning of the twentieth. It is prom 
that unique entertainment will be pre- 
vided and that speakers of na 
prominence will be on the programme. 
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THE SOUTHERN PLANTER 


ESTABLISHED 1840 
RICHMOND, VA. 
The oldest Agricultural Journal in America, after 


. a career of nearly 80 years as a monthly, 
changes to 


Semi-Monthly 








commencing July 1, 1919. At the same time the type page 
will be enlarged to 700 agate lines. The present rate of 
35c per line will remain in effect up to and including Dec. 
15, 1919, issue. Beginning with Jan. 1, 1920, issue the 
rate will be 50c per line based on 90,000 circulation. 


RETURNED $7,000 
“Efficiency calls for cash and brings the bacon home” 


Climax, N. C. 
Advertising Department, May 15, 1919. 
The Southern Planter, 
Richmond, Va. 

If you can, spread on a little more black ink and add 
some space; do so in reciprocation of what I intend to 
hand you next month in the way of a boost advertisement. 
Suffice it to say that my last advertisement got me about 
$7,000 of business I had to return on account of advance 
in price, to say nothing of what orders | filled, which was 
some. If you will give me time, I will run it all up on my 


Burroughs. Yours very truly, 
J. M. FIELD, Planter. 


(Mr. Field expended $25 for a 72 line advertisement.) 


Member Audit Bureau of Circulations 


THE JOHN M. BRANHAM COMPANY, Special Representatives 
New York Chicago Detroit St. Louis Atlanta 


THE SOUTHERN PLANTER 
RICHMOND, VA. 
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INTERNATIONAL ADVERTISING 


The shrewdest and most successful adver- 
tisers know the direct appeal of a Catalog or 
Booklet covered with “Princess” Cover 
Stock. It is obviously a business man’s 
paper. It will arrest and attract the casual 
glance, and direct attention to the inside 
pages introducing your products. 


A forceful, business building piece of litera- 
ture advertising your respective line, covered 
with Princess Cover, will originate a catalog 
of exceptional appeal. In any of the twelve 
colors, good taste and fine distinction are dis- 
played. The surface is especially adaptable 
to unusual treatment with type matter, em- 
bossed effects or color work. 

Instruct your advertising department to send 
for free sheets of Princess Cover Paper for 
dummy purposes. All of the twelve colors aré¢ 


supplied in either plate or antique finish, and 
in several sizes and weights. 








C. H. DEXTER & SONS 


Incorporated 


Windsor Locks - Connecticut 
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gyen Cities of Japan Advertised in 
America 


japan 


five years there have 
in this country occa- 


pom about 


joni advertisements dealing in a 
eral way with the attractions of 
jganasa wonderland for tourists 
yd am opportunity for business 


nef. 
This was part of the work of 
The Japan Society, Inc., and dur- 
ng 1919 the advertising is being 
yotiued, featuring the leading 
ies of the empire in a series of 
fal pages in national publications. 
The organization, which num- 
is 1400 Americans and 100 Jap- 
gee, was founded in 1907 by a 
up of people interested in pro- 
oting better understanding be- 
een the two nations. It is not 
gacommercial character, and po- 
jal and controversial subjects 
x not dealt with in its publicity, 
it it aims to develop good will 
teaching the public more about 
te admirable qualities of our 
tas-Pacific neighbors and about 
te Empire they are building. 
for some time this was done by 
mas of receptions and dinners 
pnoted guests, press notices of 
fe events and by bulletins, ex- 
ihitions and general publicity. 
Then the fact was recognized that 
fe practical method of getting 
wh facts or ideas before the pub- 
twas to advertise, and this led 
mally to a planned campaign. 
ly assembling information con- 
ming trade conditions and busi- 
&$ Opportunities in Japan, it is 
msidered the Association may be 
rpful to manufacturers and mer- 
mats of the United States. 
The mediums selected 
een monthly magazines 
ree New York papers. 
The plan is to stimulate inter- 
tin Japan among a class of peo- 
# who would naturally follow 
wha lead by “reading up” on 
t subject, planning a trip to that 
acinating part of the world, or 
ft entering into business re- 


were 
and 


Society Presents Facts for Business Men, Tourists and Students 
in 1919 Campaign 


lations with the Island Empire. 

The series of layouts comprises 
eight brief descriptions, in each 
case dealing with something quite 
specific, which is illustrated by a 
pen-and-ink heading. Seven cities 
are described, each in a separate 
piece of copy, while the eighth 
tells of the Inland Sea, one of the 
world’s beauty spots, that is too 
little known by travelers. 

The cities are characterized in 
a phrase, as: “Osaka, Greatest In- 
dustrial City in the Orient,” “Nik- 
ko, the City of Ancient Temples,” 
and “Kobe, Japan’s Greatest Ex- 
port Centre.” The other cities ad- 
vertised are Tokyo, Yokohama, 
Nagasaki and Kyoto. 

The story in each instance 
told in three paragraphs, while a 
fourth is devoted to the Japan 
Society and the service it offers, 
without charge, to those inter- 
ested. 

The text of the Tokyo adver- 
tisement indicates the nature of 
the announcements, playing up 
both the solid commercial or in- 
dustrial facts and the historic, 
scenic or social points of interest. 


1S 


TOKYO. 

The Capital of the Japanese Empire. 

With the Imperial Palace and House 
of Parliament situated here, this city, 
with a population of over 2,500,000, is 
the centre of the chief industry of the 
Empire—silk and wool weaving, silk 
spinning and tobacco manufacturing. 
The chief exports are confectionery, 
sake (rice wine), hemp cord, machinery, 
rubber-coated cloth, cement, shoes and 
Soya beans. 

A recent census showed 355 banks, 
586 schools and 134 hospitals. With 
160 miles of tramways covering the city 
the fare is but 2% cents. Reports show 
23 commercial companies capitalized at 
$5,000,000 and over. 

Thirty-three theatres and 23 public 
parks with every conceivable form of 
amusement make Tokyo the gayest city 
in the Empire. Now under construction 
is the new $2,000,000 Imperial Hotel, to 
be operated on the most modern Amer- 
ican plan, the very last word in comfort 
and convenience. Miles of cherry trees 
that in the spring are bathed in. glori- 
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Big New York 
Chance for 
Solicitor 


A Metropolitan 
newspaper wants 
advertising solicitor. 
New York experi- 
ence not necessary. 
Live, aggressive, en- 
thusiastic man who 
never admits defeat. 
Largest possibilities 
for most ambitious, 
if real ability is dem- 
onstrated. Write 


full particulars, sal- 


ary expected, etc. 
Communications 
strictly confidential. 


Address 
A. B. C. Box 54 
Care of Printers’ Ink 
185 Madison Ave. 
New York 











ous blossoms line the str 
grateful shade in the hot ‘cae afford 


If interested in Japan— 
trade, investment, wt — & 
municate with the Japan Socie Here 
you will find the information and ad in 
you have been seeking. This Society 5 
1,400 Americans places at your disposa A 
its Trade, Travel and Service By 
its News Service, Publication Depart 
ment, and its Trade Bulletins, j 
Ow may we serve you? 
Japan Socrery 
(Organized 1907) 
165 Broadway New York 


Inquiries received from this a¢. 
vertising are answered by the Sp. 
ciety with letters and booklets o 
are referred to some organization 
which can take up the matter ip 
detail, whether it be a query abou 
the hotel rates in Formosa or the 
opportunities for selling America 
tooth brushes in Korea. 

Two interesting ideas of ge. 
eral application are developed by 
this campaign. First, that even in 
advertising which offers nothing 
for sale and is strictly non-con- 
mercial in character, the effective 
way to reach the public you desir 
to influence is to buy space in the 
appropriate medium and fill it with 
a message that is crisp, clear and 
Specific. 


WHAT HOME CITIES MAY LEARN 


The other thought is that if 
Tokyo and Kobe need advertising, 
our own cities probably need th 
same tonic. The Japan Sociey 
through its national campaign is 
going to make our people «- 
quainted with the worth-whil 
facts about Kyoto and Nagasaki, 
but many of the places betwee 
Boston and Nippon will remain 
comparatively unknown. And 
there are quite a few such cities 
stretched between Cape Cod ani 
San Diego. 

Douglas Dunbar, of the Japan 
Society, briefly stated the case for 
paid advertising of facts or theo- 
ries that are to be given publicity: 
“We formerly depended on press 
accounts of our dinners oF other 
write-ups of our activities, but we 
found that was not sufficient. 
we have developed a planned cat 
paign which we hope to follow 
year after year, just as consist- 
ently and carefully as if we had 
something to sell.” 
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ANNOUNCING 


e 


guano RereData QUARTER 


CieNational Authority 


Purpose— 

To supply the ever-increasing demand for a stand- 
ardized service, embodying the most highly perfected 
and authoritative compilation of rates and circula- 
tion facts combined, of over five thousand publica- 
tions throughout the United States. To eliminate 
the present loss of time and waste of money now 
necessary to keep accurately informed of the con- 
stant changing of rates and circulation statistics. 


Contents— 


Over 5,000 publications are listed—daily newspapers— 
general magazines—women’s publications—mail-order 
journals—agricultural papers—business periodicals. 
Rates shown on each, as complete as the publishers’ 
individual rate card, together with an exhaustive and 
detailed analysis of circulation according to class of 
media. Over seventy pages facts and figures never 
before thought possible to put in standardized form— 
size 11xl3—weighs less than 12 oz. 


e 
Price— 
Your interest in any or all advertising questions em- 
phasizes your real need for the Standard Rate & 
Data Quarterly. Revised accurately every three 
1 cities months. You would not do without it. We will 
od and gladly send you a copy for 


FIVE DAYS PER 
FREE TRIAL $] SEAR 


WRITE TODAY 


Standard Rate & Data Quarterly 
lM West Fort St. Detroit, Mich. 
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MONG the adver- 


A tisers who use direct 
advertising matter produced 
bythe Stubbs Offset Method 
are many who are leaders 
in their respective fields. 


They made their choice after a 
broad experience with letterpress 
printers and other offset printers. 


Stubbs Offset Method rarely 


costs more than ordinary print- 
ing; and frequently costs less. 


THE STUBBS COMPANY 


Offset Printers 
DETROIT MICHIGAN 
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Consistency in Use of 
Silhouette 


Hessic-Evis 
CHEMISTS ; 
Mempuls, Spa» May 31, 1919. 

da ers’ INK: 
bine oe aveen very much interested 
¢ tee in the article in your_ issue 
Ma 22 headed “Our Old Friend 
: ” 


Mbie 1 was at Huyler’s we ran a 
gries of little silhouette advertise- 

ts and which I still contend to be 
be best advertising Huyler’s have done 


a the last ten years. % 
Our present campaign in the women’s 
ications, a8 mentioned in the ar 
¢ in question, carries the line, 
‘Study Your Silhouette. 
We are really, it seems to me, the 
uly advertiser to-day who is sticking 
tp the old silhouette style absolutely. 
It seems to the writer that you have 
grck a very interesting note in your 
gic, and we only regret here, be- 
ease of the fact that we are devoting 
» much time and attention to the 
shouette, that a “commercial art man- 
ger” failed to give us much recognition. 
Hessic-Exv.is, Chemists, 
Benjamin AKIN, Manager. 


ale Hessig-Ellis, in their 
very unusual silhouette 
ampaign, have almost  trade- 
mrked this form of illustration, 
fora connected series of adver- 
tsements, other firms are employ- 
ig them in somewhat the same 
girit and with continuity. 

Anumber of these were, in fact, 
mettioned in the article on sil- 
houettes referred to. In some in- 
stances, the advertising for an en- 
tire year has adhered to the crisp, 
tack technique and made a dis- 
tnguishing mark of it. 

ltis granted that in the Hessig 
Bis series the very name, sil- 
houette, becomes an active funda- 
mental of the appeal, and the use 
of the illustrations is further vali- 
tated by specific request to “study 
your silhouette.” It is a clever 
aaption and one that deserves 
mais, for it clearly establishes 
the fact that there is “always a 
tew way to handle an old subject.” 
-{Ed. Printers’ INK. 


EB. Cooke With “American 


Seedsman”’ 


Bdison B. Cooke hep been appointed 

@ manager of the merican 
Seedoman, Chicago. He was formerly 
eeetive of “MacRae’s Blue 
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COPY MAN 


wanted 


Patent 


Medicine 
Expert 


HIS is a very hard job 
at a high salary for the 
man who can show proofs 
of patent medicine or 
closely kindred advertis- 
ing, which has sold goods. 


This man is keen, analytical, 
tremendously thorough, and 
knows humanity inside out. 
He is probably an ex-reporter 
with a nose for news, who has 
always crammed a hundred 
words of meaning into twenty 
words of type. Don't think 
you can do it because it sounds 
easy, and please don't write 
unless you have had some 
years of experience in these 
lines. Only past performances 
count on this job— it's too big 
for experimentation. Send no 
samples but tell us the whole 
story vith names of the ac- 
counts you have handled. 


Address 


“D. R.,” Box 56, Printers’ Ink 








150 PRINTERS’ 


Artist with 14 years of mana- 
ing expe rience, “Seeks connection 
with highelass advevtising or 
Print img establishment in New 
Guattications : 
High closs e antiat, paimler 
‘ihe cote Aeriginatly can 
deat with cuator andl Wibu. 
abine their ideao m eltrackive, 
anetom duu. ond Cay-outs, 
Exteurive 5 ww wipe int qoue- 
nal and dir thy mail . 
acadts 
Knowledge of the ne- 
medidas, P 
Colors and their possibé y 
mM orden Ty We 


Cen direct Wa a 
ttn pres and Lthed Vi 
Address H.DeM, Bos A, 
Care of Prete luk 

185 Madison Ave., N. Y. C. 


A. @: ©. 


after their usual painstaking, careful, 
accurate, rigid and exact audit of our 

credit us with a net-paid circu- 
lation for the six months ending March 
31, 1919, of 


14,177 


Our Government statement covering cir- 


culation of Chester (Pa.) dailies, the 


Chester Times and 
The Morning Republican 


for that period read 14,104. 

No returns, no premiums or induce- 
ments. Bought exclusively on their 
merits by a discriminating clientele— 
composing a purchasing power worth 
cultivating. They'll stay sold, too ! 





, Foreign Representative 


FRANK R. NORTHRUP 
308 FIFTH AVENUE NEW YORK 
Association Building, Chicago 
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Advertising 
That Has Affected No. 
tional Life 


(Continued from page 6) 
have here the critical ears of th 
friends of Guido Ciccolini ‘coyig 
discover no quality in Ciccolini; 
wonderful voice not also Present 
in the re-creation.’ 

_“The current advertising of th 
Emerson Phonograph Compagy 
does not seek to sell the classi 
records, but it is selling music, 
just the same. ‘Do you like m. 
sic,’ it queries, ‘the kind that ses 
your feet a-drumming and your 
lips a-humming?’ Of course, the 
answer is Emerson records, 
“The object of this long hy 
rangue on piano and phonograph 
advertising,” Jackson continued 
“is to drive home the point I a 
trying to make—namely, that th 
phonograph manufacturers aj 
the piano manufacturers ha 
through their advertising, sol 
music to the American nation 
They have, by their advertising 
—at least this is my opinion of 
the matter—changed Ameria 
from one of the least musical m 
tions into one of the leading m 
sical nations of the world! 
“Think of what a widespread 
almost universal influence, music 
now has on this nation. Bg 
movie theatres support large ym 
phony orchestras which play sv 
eral times a day and which re 
der the highest sort of music. Ani 
the public eats this music up. Tk 
public appreciates it—because the 
public has heard most of the higi- 
brow pieces on_ player-pianos of 
phonogtaphs. Highbrow artist, 
vocal or instrumental, tour th 
country and are greeted by eu 
mously enthusiastic crowds 
gigantic receipts wherever ty 
appear. Popular sheet music sels 
into the millions of copies becaut 
along with the advance m i 
sales of ‘canned’ musical mache 
has come a corresponding increat 
in the number of human par 
players. Community song fet 
vals are quite the thing. 
every person is pretty sure 20% 
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THE REGINA 
MORNING LEADER 
DELIVERED 
BY AIRPLANE 


Regina, Monday, May 26th—The 
Regina Morning Leader was de- 
livered at Moose Jaw by Airplane 
this morning, arriving two hours 





ahead of usual schedule. 


As Usual The Leader Leads 


Service to its advertisers and readers is 
the predominant thought of The Leader 
Publishing Co., Ltd. Airplane deliveries 
of The Morning Leader will be made to 
Weyburn, Assiniboia, Indian Head and 
Qu’ Appelle within the next few days. 





The Regina Morning Leader 


Saskatchewan’s Greatest 
Advertising Medium 
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“Attention!” 


A client of ours wants a big man for a big job. 

The position is one of close association with a board of 
prominent men in a great Eastern city, and directly under 
a remarkable national character who heads a large gel]. 
ing office force. 

The thing being sold is not a commodity but an idea, 
Successful appeals are being made by direct work and 
follow-up letters, to men in every State and County 
in the Union. The position is to formulate and direct 
these appeals. No publicity advertising is involved. 
The appeals have many different angles of approach—to 
men of $3,000 per annum income and others on up to the 
millionaire. There are still other appeal angles—com- 
mercial and patriotic—combined with the financial—and 
some disassociated therefrom. 

Other approaches are contemplated through three dif- 
ferently aimed publications of small size, but to be 
bristling with interest. 

The position. must be held by a man who, on having the 
idea stated, will be sold on it. And the right man surely 
will be sold, for the idea is not only ideal, but worthy of 
the best efforts of the best man alive! 

The task is not.suited to inexperience, but to a man with 
a vision—a real “human”! To a man whose big experi- 
ence and talents fit him to write,—to both brain and 
heart, copy which wins. 

The position is bristling with interest and carries re- 
sponsibility and power. The salary will be commen- 
surate with the position—the responsibility—the man. 
Replies to this advertisement need not exceed two hun- 
dred to three hundred words, and the actual name of the 
writer need not necessarily be disclosed in the first com- 
munication. We agree, on request, to hold inviolate 
from out client until you release us, your name if you 
give it. 

Our client asks us to lay before him the selected names 
of a half dozen big men with whom he may correspond 


and whom later he may meet, at his expense, if they wish: 


to meet him. 

No man in the country who checks up with these ‘specifi- 
cations and is interested, should fail to respond. 

This is a high grade, big job—and the man is wanted 
at once! 


THE KNIGHT COMPANY 
137 South LaSalle Street . CHICAGO 
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of hearing some livening, 
fal popular music, or some 
oy ide highbrow music at least 
aweek, , 
“Aj the old-time worries and 
Qt i yer the non- 
fretting and fuming over 
qusical character of the Ameri- 
an nation is at an end. If an 
reciation of music is necessary 
jp make a nation great, then, be- 
lieve me, no one need fear for 
the future of America. 


ADVERTISING MADE THE NATION 
MUSICAL 


“I may be wrong but I think 
that this change has come about 
through the advertising campaigns 
waged by the manufacturers 
There was no overwhelming de- 
mad at the start for talking- 
machines and player-pianos. Both 
of them were considered more or 
less of curiosities. The manu- 
facturers didn’t, like the auto fac- 
tories, have to double and treble 
md quadruple their capacities 
over night to keep up with the 
demand. It was a forcing proc- 
ts with these musical instru- 
ments at first. Father and mother 
ind sister had to be shown and 
shown again just what the auto- 
matic piano-player would do for 
them before the machine was 
bought. Phonographs were sim- 
ply queer new things until the 
makers began selling music to the 
public and sold the phonographs 
m the strength of getting this 
music to the public at a. cheap 
price. 

“Of all the wonderful advertis- 
img campaigns of recent years 
which have vitally affected the 
United States I think this sale 
of music in enormous quantities 
fo a notoriously non-musical peo- 
fle is the most striking. What 
other campaign can compare with 
it? What other campaign has, by 
the sheer strength of its adver- 
ising, so tremendously changed 
ur entire national characteris- 
fits? Certainly automobile adver- 
tising hasn’t, because automobil- 
mg did not have to be sold t¢ 
the public—the demand for this 
Seedy, cheap mode of transporta- 
ton and pleasure was all ready 
mi waiting, The advertising 
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“When Seconds 





‘**Catalogs 
—Quick!”’ 


Give us the plates and copy, and 
whether it’s a million run or not, 
we'll give you a delivery date 
that the entire K-L organization 
will stand back of. Many large 
national advertisers and mail 
order houses bank on K-L service. 


Kenfield - Leach Company 
**Chicago’s Leading Printers’”’ 
610 Federal Street, Chicago 7 

J 

















Parcel Post 
Carrier 


The best container made for mail- 
ing your catalog or booklet.. This 
container is made of good strong 
box board, thickness depending 
upon the weight it will be required 
to earry. Made to any size and 
with a Sure Lock; no Wrapping 
or Tying necessary. 

—mm= Made Only by 


Chicago Carton Company 
4433 Ogden Ave. Chicago, Illinois 














PRINTERS’ INK 








Sales 
Executive 


New York State 
Manufacturer of Na- 
tionally Advertised 
Line Seeks a Sales Ex- 
ecutive with experience 
in planning and direct- 
ing intensive _ selling 
" campaigns. 


Present selling force 
of successful represen- 
tatives must be en- 
larged under his direc- 
tion and selling plans 
placed on a modern 
and efficient basis. 


New product is to be 
marketed in connection 
with present line. 


Familiarity with 
Hardware or Cutlery 
Trade will prove help- 
ful, although not es- 
sential. 


Please. state age, 
previous experience in 
full, and salary at 
which you would con- 
sider a change. 


Address “J. W.,” Box 
57, care of Printers’ Ink. 











merely sold individual 
canned-food advertising hes 

a big change in our household ee. 
nomics, but it hasn’t changed 
national characteristics to as 
very appreciable extent. Corre. 
spondence-school advertising has 
simply supplied the insatiable de. 
mand of Americans for the Means 
of getting ahead; it hasn't changed 
a non-ambitious people into ap 
ambitious race. Office-supplies ad. 
vertising has had a vital effect up 
on our business enterprises—it has 
made them keener, more efficient 
more systematic, but it hasn't 
changed any deep-rooted tendep- 
cies. Many other campaigns haye 
put over difficult propositions to 
big successes, but right now | 
can’t think of anything that cap 
be compared in the magnitude of 
results to this selling of music to 
us—and I’ve thought quite a litt 
about the matter lately. 

“T’d like to know,” Jackson con- 
cluded, “what other people think 
about this—whether there are any 
other advertising campaigns 
which have so vitally affected our 
national life and so _ greatly 
changed long-established, funda- 
mental characteristics. What do 
you think about it, anyhow?” 

“I think,” I declared with a 
grin, “that you’ve handed me ar- 
other Printers’ INK story.” 

And I turned to my typewriter 
and began hammering this out, 


F. E. House Back with 
Powers-House 


Lieut. Frank E. House, Jr., has 
sumed his former position as secretary 
of the Powers-House Company, adver- 
tising agency of Cleveland. Mr. House 
was recently discharged from the Se. 
vice, where he was aide to Gene 
Fleming, of the 158th Brigade Field 
Artillery. 

Daniel R. Ellinger has been released 
from the army, and has returned to the 
Powers-House Company, in the creative 
department. 


Fletcher Company Has Truc 
Tire Account 


The Polack Tyre & Rubber Company, 
New York, manufacturer of solid 
tires, has Gas its advertising accoust 


with the Fletcher Company of 


delphia. 








Beeeseex#e~tte-weezs#8ees 


kled ec 
rates hav 
unchang 
The fe 
the cost 
resulted 
adecrea 
n other 
which w. 
phone hi 


twice as 


spent for 


hanged 
nto an 
lies ad. 
fect up. 
—it has 
fficient, 


t 
tenden- 
as have 
ons to 
now | 
lat can 
ude of 
sic to 
a little 


Mn con- 
» think 
re any 
aigns 
fed our 
greatly 
funda- 
hat do 
in 
with a 
me af 


writer 
out. 


PRINTERS’ 


443 


INK 


























A Comparison of Costs 


A graphic picture of the 
high cost of doing business is 
down by the rise in a long 
ist of commodity prices dur- 
ig the past five strenuous 
years. 


By the exercise of unparal- 
kled economies, telephone 
ntes have been kept almost 
unchanged. 


The fact is, the increase in 
the cost of commodities has 
rsulted in what is equal to 
adecrease in telephone rates. 
hother words: The dollar 
vhich was spent for the tele- 
phone has bought more than 


m ‘wice as much as the dollar 


pent for the commodity. 


The activities of reconstruc- 
tion which are now upon the 
nation have put a great bur- 
den upon the telephone. This 
condition has made necessary, 
an advance in telephone 
rates. 


This advance does not ex- 
ceed an average of eight per 
cent; almost negligible as 
compared with the advances 
in other lines of industry, yet 
enough to cover the increase 
in the cost of operation. 


Only through adequate 
revenue can there be assured 
the maintenance of a high 
standard of telephone serv- 
ice. 


AMERICAN TELEPHONE AND TELEGRAPH COMPANY 
AND ASSOCIATED COMPANIES 


One Policy 


One System 


Universal Service 
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“Electrotypes—Quick ?” 


——=!] 








Then it’s *f Rapid Service’’ you want, We 
can fill your Electrotype orders, Promptly— 
Efficiently—whether you are located on the 
Atlantic seaboard or the Pacific Coast. 


We make all kinds of Advertising Plates and 
Trade Cuts, including Stereotypes and Mats, 
Electros by the wax or Dr. Albert Lead Mold 
Process. Sole owners U. S. Letters Patent 

: . derstan 
on Aluminotype. which ¢! 
ceived t 
The Rapid Electrotype Company — 
W.H. KAUFMANN, President and General Manager Compan 


Largest Makers and Distributors of Advertising Plates in the World had ac 
women, 


New York CINCINNATI Chicago agents 


ICES:—Any five national advertisers you may think of. If you ask them, pany. 
you will find that several of them already know what Rapid’s Service means, there, be 
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PRINTING jie: 
| isn’t hor 

The kind of printing you put out | 
represents you, willy-nilly. Are you 
willing to be judged by the printed 
matter you are now using, as we are 
by the printed matter we are now pro- 


ducing? Better printing truly mirrors 
the prestige and the dignity of a house. 





























PUBLISHERS PRINTING CO. 
217 WEST 25™ STREET 
Chelsea 7840 























Selling the Plant to the Workers’ 


1ves 


“Delco” Family Week” Made Them Better Acquainted with Their Hus- 
bands’ Jobs and the Advantages Offered by the Company 


By Roy Dickinson 


OMEN as well as men are 

apt to be against anything 
that they don’t understand, and 
this age-old instinct in human na- 
ture is one which has a direct 
hearing on production and sales. 
Securing the co-operation of sales- 
men’s wives by winning their un- 
derstanding’ of conditions under 
which their husbands work has re- 
ceived the attention of big execu- 
tives for some time. 

The National Cash Register 
Company, if you will remember, 
tad a convention of 375 married 
women, the wives of selling 
agents and salesmen of the com- 
pany. Their husbands were not 
there, being off selling goods. The 
six-day convention is estimated to 
have cost the company $50,000, 
but it was undoubtedly of value. 

Many a sales manager has said: 
‘If Jones only had the right kind 
of a wife he would be a better 
salesman. As for Bill’s wife, 
Mary, she helps him—she’s his an- 
chor to windward—and she helps 
make his sales records look like a 
man walking uphill instead of a 
wobbling, waving line. Lizzie 
Jones only kicks because Jones 
int home on time, and says he 
neglects her for his business, and, 
believe me, the talk he gets: from 
her shows in his sales records, 
too,” 

Out of a realization of these 
facts came the convention of sales- 
men’s wives, which many firms 
lave adopted with great profit to 
themselves and their salesmen. 
Executives of big business are be- 
gmning to realize that the char- 
ater of the home influence has 
iso a tremendous effect on the 
morale of their working: men, 
from the vice-president down to 
the foremen and the skilled labor 
inder them. It has been discov- 


eed that the womenfolks are also 
57 


on the payroll—are oftentimes the 
most important part of it—and to 
get their good will and under- 
standing is a valuable asset to any 
industry. Men quit their jobs when 
there is a lack of interest at 
home. 

At a time recently when there 
was a great scarcity of labor and 
men seemed to be very uneasy and 
changed from job to job at the 
slightest provocation, the Pierce- 
Arrow Motor Car Company ad- 
vertised to the workers’ wives in 
order to secure their interest and 
co-operation. Five different car 
cards were run at one time in 
Buffalo and some of the appeals 
were directed to the wives and to 
nobody else. A _ good-looking 
woman was shown buying a hat 
in one of the downtown depart- 
ment stores. “She chooses from 
the best,” said the caption. “Her 
husband’s job is steady. He'll al- 
ways make good money at the 
Pierce-Arrow.” Another one 
showed her shopping for clothes. 
“She takes the better one, because 
she is sure of her husband’s steady 
job and constantly increasing 
wages.” Another card illustrated 
the worker and his wife in their 
old age sitting under the family 
lamp with a picture of the plant 
above them and the caption said, 
“Old age does not mean discharge 
at the Pierce-Arrow.” 


PACKARD’S PICTURES OF THE PLANT 


Working on the same principle, 
the Packard Motor Car Company 
some time ago used moving pic- 
tures to interest the home folks. 
Invitations were sent to all the 
men’s families, certain specific de- 
partments were shown in the mov- 
ing pictures and the interest at- 
tached to each one was brought 
out through visual instruction, 
which spoke all languages and ac- 
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BARGAINS 


In Addressing Machinery 
and Stencil Cabinets 


We have outgrown the capacity of our sub- 
scription machinery and offer it for sale, all 
in good condition, at about half manufacturers’ 
prices : 

Two No. 1 Rotary (D.C.) motor-driven self- 
feeding Addressing Machines with Dick Mailer 
strip and proofing attachments. Capacity 10,000 
per hour. 

One Wrapper Cutter, for No. 1 Rotary Ad- 
dressing Machines, producing wrapper up to 
15 inches wide and from 8 to 14 inches long. 

One Counting attachment for No. 1 Rotary. 

One Automatic Stencil Selector (pick out) 
for No. 5 Duplex Addressing Machine. 

One Self-feeding Stencil Punch for auto- 
matic pick-out on No. 5 Duplex Addressing 
Machine. 

One No. 3 motor-driven ma- 
chine for addressing labels, cards, circulars, 
ete. Capacity 2,000 to 4,000 per hour. 

Fifteen Oak Stencil Cabinet Units. Capacity 
10,000 each. 

(Manufactured by 
Machine Co.) 

Nine Steel Stencil Cabinets. 
steel curtain doors with spring locks. 
75,000 stencils each. 


hand-feeding 


the Rapid Addressing 


Disappearing 
Capacity 


One thousand Stencil Trays. 
(Manufactured by The General Fireproofing 
Co.) 


For particulars address The Literary Digest, 
Room 19, 354-360 Fourth Avenue., New York 
City. 
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For Three “Live’ 
Young Men 


One of the largest New York 
Agencies wants three virile, 
ambitious young men, ready to 
dash right into the very heart 
of production work. 


Not a beginner’s job! They 
must be thoroughly familiar 
with the mechanics of advertis- 
ing,—engraving, art work, com- 
position; they must understand 
requirements of publications and 
above all be able to take initia- 
tive. 


The pay is good at the start— 
and better later on. The oppor- 
tunity is unlimited for the 
right men. If you can qualify, 
write. 


Address “M. W.,” Box 64, Printers’ Ink 


Note: Your letter will be held strictly 


confidential. 
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quainted the wives wi 
their husbands were doin” = 

The most recent example of thi 
general tendency of the times i 
found in the case of the Dayton 
Engineering Laboratories Com. 
pany, with its Delco Family Week. 
which started on May 12. One of 
the interesting features of this de. 
parture is that it did not come asa 
result of the plant Suggesting it 
or the president deciding it in his 
back office, but was a suggestion 
made in April by F. R. Shomaker 
of the Junior Frame, and Fred |. 
Case, of the Chemical Laboratory, 
It was recommended by these men 
that a family week be held in or. 
der to give the families of the em- 
ployees a chance to see where 
their folks worked, and opportu. 
nity of seeing the wonders of 
building Delco apparatus, 

Soon after the suggestion was 
made it was adopted, and a “Book 
of Delco” was started in prepara 
tion. The idea was to publish this 
book and give it to the families of 
the employees as they made their 
trip through the factory. It was 
to be an elaborate affair and con- 
tained the picture of every em- 
ployee of Delco. As was explained 
in the house-organ called “Dele 
Doings,” pictures were taken for 
that purpose. It was also sug 
gested at the time that men @ 
each department should decorate 
their own department. A prize was 
offered for the neatest and best 
decorated department in the plant. 
Every department was to have a 
display of the parts that were 
made, assembled or milled in that 
particular part of the factory. 


WOMEN VOTED ON NEATEST DEPART- 
MENT 


Again, the winning group of 
men were to be selected, not by 
the officials of the company, but 
by the families themselves. A lit- 
tle card was prepared and each in- 
dividual voted the ballot after she 
made a complete trip to the plant. 
In the early accounts in the house- 
organ this contest was explained 
and it was pointed out that consid- 
eration would be made for cet- 
tain departments where it was 
more difficult to keep tidy and neat 
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We Hate to Be Rushed 
ma Job, But— 


When a closing date looms danger- 
a near, such trifles as time and 

can’t stop a real live agency. 
ind while we don’t guarantee to 
joa four color job over night, we 
i promise that in an emergency 
yelldo everything but fly to catch 
he publication! Try us and see! 


The TRICHROMATIC 


Bagraving Company 


RINTING CRAFTS BLDG., 461 EIGHTH AVENUE, N. Y. C. 


1H. TRYON Cc. A. GROTZ 


. GUGLER- 


Ba Fissteyep yt eyat len en 











Pat Selling Power into Your Letterheads 


Rich, colored lithographed letterheads of the char- 
acter Gugler turns out arrest attention and gain a 
favorable impression that places your message on 
the proper sales footing. 


They can be used to “‘play up” your plant, your 
product or your trade-mark—whatever you wish to 


emphasize most. 


Gugler service, based on years of broad experience, 
assures you of originality of ideas, perfect handling 
of color, perfect presswork. 


Let us submit samples and suggest a striking and 
effective design for your sales letter. 


MILWAUKEE AND CHICAGO. 
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Wanted— 


A PRODUCT 


A Southwestern manufacturer of 
soft drink with an unusually complete 
plant wants a product for distribution 
during the winter months which he 
can either manufacture and sell or 
warehouse and sell through his sales 
force and regular distribution chan- 
nels. 4 

The plant includes complete bever- 
age making and bottling machinery, 
a‘large five story refrigerated ware- 
house and other storage houses. 
Ample supply of artesian and hard 
water. 


The company maintains a well organ- 
ized sales force covering three states, a 
fleet of delivery trucks in four of the 
Southwest’s largest cities, and the man- 
agement is well acquainted with trade 
and business conditions throughout the 
entire territory. 

The product desired may be either an 
exclusive cold weather proposition, or an 
all-year seller, and in either case the fa- 
cilities for its manufacture can be en- 
larged to take proper care of the busi- 
ness. Ready for operation September 
Ist, 1919. 

The company is well backed, finan- 
cially; well known throughout the three 
states its business covers; and is desirous 
of connecting only with individuals or 
concerns whose product or products are 
worthy of its consideration and effort. 


Address, with full particulars 
“M. F.”, Box 58, care of Printers’ Ink, 
185 Madison Ave. :-: New York City 





































P so explained that the 
alias ab i elven instruc- 
in this respect. In order to 
sake the award perfectly fair, no 

ions were to be placed un- 
ij te word was given. No par- 
lar date was set for the fam- 








M  ommittee to prepare things 
wr the week was appointed, and 
ie co-operation of everybody in 
ie plant was asked to help the 
wmmittee put the week over. 
Denarations in certain depart- 
nis for winning the prize were 
eriously suggested and inter- 

kept high. Near the end of 
li] cards were passed around 
ha blank space upon them, 
ire a man was asked to write 
number of folks in his family 
were going to make the trip 
inthe plant. Notice was given to 
wh employee in plenty of time 
is to the particular day in the 
&k his folks were to attend. 

+h man was urged to talk the 

week up to the people at 

In this one particular in- 

ace of talking up preparations 
the folks an interesting note is 

In so many plants nine 

m out of ten only tell their home 
is the hard knocks and dis- 

vable things that happen at the 

atory. Everything that happens 
ithe plant is told with a growl 
da grouch, and the wife and 
hidren, after having had the 
ak side of things at the plant 
aed to them for so long, have 
imly fixed in their minds that 
plant is a bad place to work. 

first inkling that there is an- 

it job somewhere, the whole 
ily boost for a change, and the 

mal plant loses a good work- 
tand labor turnover takes a 
























Aiter the cards were distributed 
the returns counted the results 
mgiven to the workmen again 
mgh the house-organ. Thurs- 
morning the official count of 
the cards of the returns was 
and it was found that 3,600 
lt would visit Delco during 
amily week. “This will mean 
the entertainment will run at 
mitten days, as it will be impos- 
0 take that many people 
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The Atlanta Journal 


Atlanta, Ga. 


106,945 


MOTOR CAR LICENSES 
have been issued in Georgia 
so far, this year. 


In no other full calendar 
year has the number reached 


100,000. 


Advertising in The Journal 
Sells the Goods 


@ 
Photoplay Journal 


(DON’T CONFUSE THE NAME) 


Announcement ! 
Effective June. 15th 


the advertising rate 
advances to 40c. per 
line—$150.00 per 
page—based on guar- 
anteed circulation of 


50,000. 


Definite orders received be- 
fore July ist accepted at 
old rate of 25c per line— 
$100.00 per page covering 
remaining issues of 1919. 











Published in Philadelphia 
by GENTRAL PRESS COMPANY, 
422 Land Title Bidg. 
Represented in the East 
by S. M. Gotparre, 303 Fifth Ave.,N.Y. 
Represented in the West 
by Joun A. Tenner, 920 South Mich- 
igan Ave., Chicago. 
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a man who can 
do things by mail 


He is a very human young chap 
with the knack of talking on 
paper. 


For half-a-dozen years he has 
marketed by mail articles rang- 
ing from millinery to molasses. 
He is a recognized authority on 
sales letters, and his articles 
on advertising, merchandising 
and salesmanship have been 
featured by leading business 
publications. 


He is now head of the Dealers’ 
Service department of a nation- 
ally-known firm, but is seeking 
a wider opportunity. Just the 
man for some recognized 
agency, publisher or manufac- 
turer. Will go wherever The 
Big Chance beckons, 


YOU write him to-day. 


“Direct Mail,’’ Box 55, care of 
Printers’ Ink. 











ee ee 
EXCELSIOR 


Foremost Mexico City Newspaper 
‘Announces the publication of a 


PICTORIAL 
ROTOGRAVURE 
SECTION 


A Sunday feature backed by the strongest 
and sanest national circulation in Mexico. 
Make your reservations of space now for 
the Fall issues. 

















Last April Mexico imported from the United 
States $12,535,000. Seven millions more than 
Argentina, five millions more than Chile, and 
three millions and a half more than Brazil. 
Mezico ie the nearest, logical market. 





Address our New York office for Rates, 
Copies and Information. 


EXCELSIOR 
R. de Liano, 
New York Representative, 
Times Bldg., New York. 
The home of EXCELSIOR is also the home of 


he 

“REVISTA DE REVISTAS”, the national 

weekly, and “EL AUTOMOVIL EN MEXIOO”’’, 

a monthly automobile journal reaching the trade 
and the car-owner 


a a 
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~ egg hen a week and give 

1e advantage Of seeing ey 
thing,” so said that week’s ; 
In the meantime, a bunch of te 
young men around the plant » 
taken through by a leader = 
trained as guides with as m 
care as the guides in the * 
gressional Library or the museund 
of Europe receive, 

y got it 
on y 12. All a= had fag 
taken beforehand to make ¢j 
run smoothly. Places had bee 
arranged so that the womentok 
could stop a bif for a rest, Ag 
cial room was fitted up for you 
babies and a nurse was placed; 
charge of it. Suggestions wep 
also asked of the men as to oth 
arrangements f 
the visitors, and many of 
were accepted. 

The May 17 issue of the how 
organ said that 2,000 perm 
would make the trip during 
first week. A schedule had te 
drawn up to take care of Mm 
ple a day, and the crowds we 
keeping right up to the mm 
Thursday afternoon 500 peo 
went through the plant. That 
the largest number, and the 
crowd was handled by the 
viously trained guides with eg 

Special exhibits in each dep 
ment held the attention of the ws 
itors. No mention was made gj 
any particular exhibit in ti 
house-organ in order not to pre} 
dice the workers’ wives in their 
lection of the prize-winning a 
hibit. Several suggestive topic 
were handed to the worker 
wives, in order that they might 
make suggestions after their tm 
through the factory. Then a 
rangements were made to rectit 
and sort these suggestions, a 
any way in which the plant mil 
be made better. Souvenir book 
and toys to the children 
given out, and punch and wi 
were served to the older m 
bers of the families. 

A special orchestra ¢ 
the families of the workers 
their arrival and departure 4 
the middle of the week it wa 
parent that so much interest 
been taken by the tt 
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‘Ot its star 
had Deeg 


ake 
ia 


enir book 
dren wel 
ind wait! 
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eritel ta" * 
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ANNOUNCING THE APPOINTMENT OF 


MR. EDWARD P. BOYCE 


AS EASTERN ADVERTISING REPRESENTATIVE 


or 


Toox's Weexty Trio :A Mituion Boys anv Gints 
THE MEN AND WOMEN OF TOMORROW 
THE Boys’ WORLD 
THE GIRLS’ COMPANION 
YOUNG PEOPLE'S WEEKLY 


AND 


NEw CENTURY TEACHER'S MONTHLY 
WITH OFFICES AT 95 MADISON AVENUE, NEW YORK 


DAVID C. COOK PUBLISHING COMPANY 
WESLEY E. FARMILOE, ADVERTISING MANAGER 


ELGIN, ILLINOIS — 


JUNE 12, 1919 














A House Is Known pe 
By Its Representative 


Similarly a concern is judged by the class of 
ilar]; r judged by 
printed matter it sends out. 


The question, therefore, 


Who Is Your Printer? 


has become a very important one to the Sales- 
manager. 


In Canada for over thirty years the name of 
“ACTON” has stood for the “BEST” in printing. 


Write us about your Canadian advertising 
matter. We can save you money and enable 
you to use the “Printed in Canada” imprint. 


ACTON PUBLISHING CO., Limited 


Printers Designers Publishers 
Head Office Also Yee 
TORONTO,CANADA MONTREAL, CANADA oo ' 
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WANTED 
A Publisher’s Executive 


HE Publisher of a high grade 

national medium of large gen- 
eral circulation, is looking for a 
strong man of thorough publishing 
experience to fill a high executive 
post. This means a man whose 
head is clear on the fundamentals 
of publishing, advertising, circula- 
tion and promotion. It means a 
man of ideas and the tact to get 
them carried out. With the right 
man compensation and future will 
be easily adjusted. Location in 
New York. Information is re- 
quested by letter, but positively con- 
fidential treatment of it is guaran- 
teed. Address, Mr. T. A. M,, 
Manhattan Club, New York City. 
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I wives that the reception would 
ist fully two weeks. 
Very often, in a large plant peo- 
in one department do not 
now the work that is going on in 
gers, and see only their own 
wall share of the finished job. As 


mily week started, a suggestion | 


yas made by one of the telephone 
gerators in the plant that every 
enployee should be allowed to 
tke a trip through the plant to 
gia yision of the scope of the 
aterprise and the problems fac- 
ngthe management. This sugges- 
jon was adopted and announce- 
mat was made that every em- 
Hoye who has never been 
rough the plant and would like 
make the trip would be given 
te opportunity to do so just as 
won as the family week was over. 
Tk importance of the individual’s 


weveryone else and what depart- 
batal co-operation really means 
pthe success of the final prod- 


wt. 

tis a safe bet that the first 
Deco Family Week will merely be 
first of a series of such weeks 
that the management and em- 

ees will profit a whole lot. 
When Pete Smith, of Depart- 
mt 17, stays to attend a fore- 
ms meeting on the very night 
at his wife has prepared a spe- 
uly cooked beefsteak and in- 
in, it is more 
a It is almost a 
tamity to Mrs. Pete. And it 
ws up in her husband’s work. 
len Mike Jatufsky, No. 1176, 
home a book on tool-making 
study and his wife wants to see 
‘Wildcat of Paris” at the 
mand trouble is apt to start in 
the Jatufsky family. And 
it’s morale drops with a thump. 
ting the viewpoint of the com- 
yand the idea of co-operation 
tinto the workman’s home is 
iiteresting development in the 
‘industrial era of to-day, and 
ily week will probably do a lot 
ining back the personal contact 
8 so often lost when the 
t of workers gets up into 


thousands. 
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A Salesman 


and 


Sales Manager 


A Big Producer 
Seeks Wider Field 


A forceful, vigorous, natural-born 
“seller,” who for 8 years has out- 
sold all others with present firm, 
desires connection as Sales Man- 
ager or Eastern Representative 
with progressive organization of- 
fering bigger opportunity. 

He has been very successful in 
developing new business, placing 
new products on the market, and 
directing the work of other sales- 
men. 

He is 31 years of age, over 6 ft. 
tall and weighs 200 Ibs. He is 
aggressive but friendly, pleasant 
but shrewd, well educated, widely 
traveled and a good talker. 

He considers future prospects 
more important than immediate 
profits. 


“F. S..” Box 59, Printers’ Ink. 











97% GAIN IN ONE 
- YEAR 


The July “Experimenter” 
carries 16,640 lines of paid display ad- 
vertising exclusive of all house ads. This 
is a gain of 8,180 lines over July!918 and 

twelfth consecutive month to show 
an increase of over 25%. 

Circulation ever 125,000. 
EXPERIMENTER PUBLISHING CO. 
233 FULTON ST., NEW YORK CITY 

Western Representative 
J.B. FINUCAN, Hartford Bidg., Chi 
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George Seton Thompson Co. 
Pav ( Advertising |Sot 

rio | SERVICE | aah 
122 West Foils Strest, Chicago 











WHERE IS YOUR 
COMPETITION? 


Advertisements being published in news- 
papers throughout the country will show 
you where it’s weakest or strongest. We 
can furnish you the clippings from any 
section of the country. 


CENTRAL PRESS CLIPPING SERVICE 
Suite 1109 K. of P. Bidg., Indianapolis, Ind. 


HAT is the best way of 

making a store attractive 
in the summer time? Read 
“The Lure of Coolness,” page 
1, June 3rd issue, Retail Public 
Ledger, or send $1 to Room 219, 
Public Ledger Building, Phila- 
delphia, for a year’s subscrip- 
tion, twenty-four issues of what 
has been called “the best busi- 
ness-building magazine in Amer- 


ica.” 














DRY GOODS 
MERCHANTS TRADE JOURNAL 


Has a larger proven paid circulation 
ment 


goods paper. Ask for A.B.C. statement 
and sample copy. 

Des Moines 
Indianapolis 


FURNITURE 
MERCHANTS TRADE JOURNAL 


Has a larger proven paid circulation 

among rated furniture merchants than 

any other furniture publication. Ask 

for A.B.C. statement and sample copy. 
Des Moines 

Chicago Indianapolis New York 


Chicago New York 





PRINTERS’ 





MERCHANTS NATIONAL 
HARDWARE JOURNAL 


An unusually good buy. Ask us the 
reason why, and also ask for sample 


Des Moines 


indianapolis New York 
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S. P. Ce 
Week Goes Over Strong 
Helped by Advertising 


Children’s Aid Enlisted by Poster 
Contest—Concentrated Effort for 
Brief Period Likely to Be Adopt 
ed by Many Societies—Advertis. 
ing Looked Upon As Fundy 


mental 

A VICTORY Loan Week and 
a parade of a Division of 
returned heroes from the Great 
War is pretty strenuous competi 
tion for any other campaign along 
the same line. The national “R 
Kind to Animals” Week as re. 
ported from two New Englanj 
States, with the help of some aé- 
vertising, however, went off with 
flying colors between April 2 
and 27. The Victor trade-mark 
“His Master’s Voice” was utilize 
as one of the leaders and a se 
| cial lantern slide shown in motion 
| picture houses throughout tk 
| States represented a_ beautifdl 
| collie dog listening to the words 
| “Be Kind to America” from i 
| horn. The slogan of the Society 
for the drive, “Over a Million 
Horses and Dogs Have Sufferel 
and Died in This War,” appeared 
under this picture. 

The Massachusetts S. P. CA 
offered two sets of prizes for th 
best posters, open to all school 
in the State. More than 300 wer 
received in response to this pri 
offer and about half of them 
lected for public exhibition, Tea 
thousand copies of an eight-page 
pamphlet, prepared by W. 
Morrill, were sent to grammaf 
schools on Humane Day, Apn 
22, as a basis for general 
exercises. A special three-minut 
address on the “Value of a Spar 
row” was used as a basis of sri 
mons for ministers on Humatg 
Sunday, and copies of other three 
minute addresses for use i 
schools and other meeting plas 
were sent out and used. Winde 
displays were also used through 
out the States and proclamatioit 
by two New England go 
and appeals by mayors weft 
printed and utilized extensively. 
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— 
‘The Base Ball Paper 
of the World 


HE SPORTING NEWS is recognized 
: the only baseball paper by the Nation- 

al Commission. It has a complete corps 
of correspondents covering the country wher- 
ever organized baseball is played. More than 
300 baseball questions are answered and dis- 
putes settled weekly, thus establishing THE 
SPORTING NEWS as the undisputed 
baseball medium. As an advertising medium 
it is 100 per cent plus efficient in reaching 
male readers with “Money to Burn.” 


The Sporting News 


Published Continuously Weekly Since 1886 





Such national advertisers as Lucky Strike 
Cigarettes, Bull Durham Tobacco, Velvet To- 
bacco, Prince Albert Tobacco, Coca-Cola, 
Wrigley’s Gum, Tuxedo Tobacco, A. G. 
Spalding & Bros., A. J. Reach Co. and many 
other leaders in various lines use THE 
SPORTING NEWS persistently. Because 
of the unique character of THE SPORT- 
ING NEWS every national advertiser and 
advertising agency should have complete data 
on file. 





CHARLES C. SPINK & SON 
Tenth & Olive Streets, St. Louis, Mo., U. S. A. 


Chicago Office New York Office 
326 W. Madison St. 225 Fifth Avenue 
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NEW ENGLAND 
TEXTILES 


150,000 Cotton and Woolen Mill Workers 
Get An Increase of 
15 Per Cent 

This is a ninety-eight per cent increase in wages 
in a few years. 

Increase in wages in one line of industry usually 
brings a similar increase in many, if not all, of th 
other lines in this great manufacturing section. 


The big pay envelope of the workers is getting 


larger in New England, so it is the greatest section 
of the country for your trial and regular campaign, 
A well filled purse will open to advertising far mor 


readily than a lean one. 


Here are 15 cities of these well-to-do workers: 


WORCESTER, MASS., GAZETTE 
Daily Circulation 29,625 net paid A.B.C. 
Population 190,000, with suburbs 250,000 
PAWTUCKET, R. I., TIMES 
Net Paid Circulation 23, 526 A.B.C. Audit 
Serves territory of 130,000 
BRIDGEPORT, CT. yi ~ a Kany 4 
Daily Circulation 48, 000 
Population 150,000, with suburbs 220,000 
NEW HAVEN, CT., REGISTER 
Daily Circulation 26, 959 
Population 150,000, with suburbs 175,000 
NEW LONDON, Ct., DAY (®vening) 
Daily Circulation over 10, 300—3c copy 
Population 30,000, with suburbs 60,000 
WATERBURY,CT.,REPUBLICAN 
Daily and Sunday—11, 083 net paid 
Population 73,144, with hate 100,000 
PORTLAND, ME., EXPRESS 
Daily Circulation 25, 263 
Population 58,571, with suburbs 75,000 
ee oe VT., FREE PRESS 
C. Daily Circulation 11,068 net 
a Fe 22,000, with suburbs 40,000 


MANCHESTER, N. H. ae 
Daily Circulation 25,000 
Population 75,063, with suburbs 150, 
FITCHBURG, MASS, SENTINEL 
Daily Circulation 6,989 

Population 39,656, with suburbs 150,00) 


LOWELL, MASS. COURIER-CITIIE 
Daily Circulation 18,145 net paid 
Population 114,366, with suburbs 150,000 


LYNN, MASS., rT Ea 
Daily Circulation 15,1 
Population 89,336, si suburbs 100,000 


SALEM, MASS., NEWS 
Daily Circulation 18,355 net paid 
Population 43,697, with suburbs 15,00 


SPRINGFIELD, MASS., UNION 


Daily Circulation 42,883 net 
Population 100,000, with net ply 


TAUNTON, MASS. Pita 


Daily Circulation 5,721 net paid ABS 
Population 38,000, with surburbs 53,00) 


EACH OF THE NEWSPAPERS 
named is a power in its homee 
munity. 
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Other States co-operated with 
the New England States in put- 
ting over the “Be Kind to Ani- 
mals Week.” In Florida an ex- 
tensive campaign by direct mail 
advertising was utilized and com- 
plete suggestions made for cele- 
ration of the week. Mayor 
Baker, of Portland, Oregon, also 
issued a proclamation, in which 
he said, “Animals mean much to 
the person who is thinking right 
For the person who is not, the 
Humane Laws have been devised. 
They need the moral support of 
the public and, therefore, the an- 
qual week is set aside as a re- 
minder.” ‘ 
Special weeks for a _ nation- 
wide concentration upon a given 
thought, originally used by com- 
mercial houses, were worked so 
successfully during the last three 
years that they will probably al- 
ways exist among us for some 
years to come. Hundreds of so- 
ceties and fundamental ideas 
have not yet been advertised. 
The Army in its recently an- 
nounced advertising campaign for 
the first time has recognized the 
professional advertising help of 
agencies and the use of agencies 
was specified on the original re- 
qest for an appropriation. If 
the bigness of advertising, and its 
essential need in the success of 
every great national activity is 
properly presented to the societies 
who have things to sell of inter- 
et to the American public, 
whether it be care of animals or 
the value of saving money, many 
new accounts will be developed 
and the societies will, undoubted- 
ly, profit to a greater extent than 
they have in the past. 


Joins Atlas Portland’ Cement 
Company 


Joseph M. Armstrong has become as 
‘ciated with the service department of 


the Atlas Portland Cement Company, 
New York. He was formerly assistant 
0 H.C. Bursley, promotion manager 
of the Murphy Varnish Company, New 
atk, N. J. 


Hartford “Post” Reduces Price 


The Hartford Post, which recently 
td ownership, now sells at two 
feats instead of three cents as formerly. 
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POINTS TO REMEMBER: 


Portland, Maine 


EVENING 
EXPRESS 


25,263 


net circulation for entire year. 


1, Largest Circulation of any Maine 
daily. 


2. Circulation considerably larger than 
all other Portland dailies combined. 


3. Portland is the eenter of these ac- 
tivities of Maine; wholesale, job- 
bing, retail, financial and social. 


THE EXPRESS 


reaches 90 per cent of the 
people of Portland and its 
immediate suburbs. 


The Julius Mathews Special Agency 
Boston——New Yor Chicago 


THE HEART 


of the people 
of a city 


is won by doing things for the people’s 
good as well as giving them all the news. 


The Bridgeport 
Post and 
Standard - Telegram 


(Connecticut’s Largest Circulation!) 


has this platform: 

1. Port of. Bridgeport 
greatest possible stimulant 
and prosperity of city. 

2. Extension of City Plaza to water 
front to create park there for the people, 
with municipal ferry to Steeplechase 
Island. 

3. Erection and maintenance by the 
city of adequate number of public com- 
fort stations. 

4. New public library so equipped and 
managed as to be a real “people's uni- 
versity.” 

5. Adequate civic center, with build- 
ings that will be a credit to the city. 


The Julius Mathews ~ sages Agency 
Boston- New Yor —Chicago 





development, 
to growth 
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Registered U. 8. Patent Office 
A F¥OURNAL FOR ADVERTISERS 
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Inx Pustisuinc Company 
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Orrice: 185 Mapison Avenve, New Yorx 
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Among the fac- 


Output Is tors which make 
advertising such 


Advertising a dominant force 
Impetus in American 

business is the faith of the largest 

investors in the printed word. 

It wasn’t so long ago—as a 
matter of fact has the time really 
passed ?—that a manufacturer cur- 
tailed his advertising because his 
factory was oversold. The old 
cry, “Nothing to advertise; I’m 
flooded with orders,” ruled. 

Fortunately for the manufac- 
turer, this view has given way to 
sound merchandising. The adver- 
tiser to-day sees the value and 
necessity of intrenching himself 
in the market he has won, even 
though the counter attack of his 


‘Oversold 


INK 


competitor seems far 
probable. 

Back j . 7 
world i a rz cays ; when . the 

a : Saged in position 
wartare it was a principle that 4 
portion of captured line must be 
consolidated without delay The 
whole idea was this—a section f 
the enemy’s line had been cp. 
tured but that enemy’s desde 
purpose was to reform his forces 
and counter attack. Sometimes 
the position was lost and taken a 
dozen times. 

This necessity of consolidation, 
of digging in and Preparing for 
the counter thrust, exists in busi. 
ness. And the more important the 
position held, the more tempting 
is the counter attack desire. 

The Goodyear Tire and Rubber 
Company recently threw a by- 
wark of newspaper pages between 
its business and competition. This 
concern advertised that in spite of 
an output increased to an average 
of 24,536 finished tires a day, it 
had been impossible to meet ex- 
isting demand for its product. 

The consumer is told that the 
Goodyear Company regrets its in- 
ability to serve all of its custo 
mers, despite its increased pro- 
duction. 

The dealer is not neglected 
The consumer is asked to over- 
look any shortage in the dealer's 
stock because of the impossibility 
of keeping that stock complete 
This is another link in a remark 
ably fine consolidation. 

All this goes to show that this 
keen advertiser knows that it does 
pay to advertise aggressively even 
though the factory output is sold 
out a long way ahead. 


off, even im. 


There is ome 
a Feta thing Roe = 

can’t hand down 
Personality to his son when 
he dies. It’s more important than 
the trade-mark, more valuable 
than the whole plant, the sto 
of raw materials on hand or the 
list of customers—it is his git 
of democracy in dealing with # 
men, the force of his personaili 
which makes the business live. 
vice-president of one of Amer 
ica’s leading industrial firms 
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, remark like the above recently 
_the same thought is undoubtedly 
in the minds of many other ex- 
ecutives. j 

Under our present economic 
stem capital is long-lived, but 
the driving force which built up 
he particular business, the per- 
sonality which was able to main- 
tain, even in a complex industrial 
establishment, the personal contact 
which makes men work with a 
concern, instead of for it, too 
often dies with the individual. 

Then the human touch is lost, 
the petty boss—often the only 
representative of management 
with whom the worker comes in 
contact—assumes autocratic pow- 
es, morale wanes, and an old- 
established concern starts to slip 
backward. 

Word-of-mouth advertising has 
assisted in perpetuating personali- 
ties from time immemorial, before 
the day of the moving type. More 
recently names like those of A. T. 
Stewart, Marshall Field, Gerhard 
Mennen and a host of others reg- 
istered in the public mind, through 
consistent advertising, carry over 
the personality which built up the 
business into succeeding genera- 
tions, 

In the same manner a con- 
structive labor policy, granting 
self-expression and _ representa- 
tion in the industry, by consistent 
advertising to the personnel of 
the business and to the general 
public, can perpetuate fair dealing 
and build up for all time good 
wil and a good name, which is 
priceless. 


As for A certain 
Instance §9=*K1OWwWn 
wright 

never-failing comeback for the 
destructive critic. “I don’t like 
that second scene in the first act,” 
such a one will say, “it violates all 
the principles of dramatic unity, 
the lines are weak, and the char- 
acterization unreal.” 

“Yes,” the playwright will say 
with polite expectancy—getting 
out a paper and _ pencil—“you 
would suggest something in place 


well- 
play- 
has a 


of it, as for instance. teat 2 
The editor thinks often of him, 
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this brilliant young playwright, 
and then doesn’t come across 
when someone asks him to act as 
judge and jury in the case of a 
certain piece of copy. Snap judg- 
ments on the pulling power, eff- 
ciency, “punch,” or value of copy 
are usually about as valuable as 
dollar bills were to Robinson 
Crusoe, and the man who gives 
them is scarcely in for a popular 
or happy time. 

Without any investigation of 
the product, medium, audience, 
merchandising plan, policy and a 
few other fundamentals, the copy 
that a critic liked, would be inter- 
esting as a study of the critic’s 
psychology, but valueless as a 
final judgment. Don’t ask the 
editor, therefore, to judge the 
merits of a piece of copy. If he 
knew, he would write a_ better 
piece himself, as for instance. 


What does the 
returned soldier 
think of the sell- 


Has A. E. F. 
Affected 


Copy Angle? ing appeal in your 


copy? It’s really worth while 
seeking the answer to this ques- 
tion because the man from France 
is sure to be a potential customer 
of yours no matter what your busi- 
ness may be. 

Few men return with unchanged 
ideas. Most of the A. E. F. mem- 
bers have gained by the overseas 
sojourn. Selling talk that once 
sold goods to them has lost its ap- 
peal now. Only the other day an 
officer seeking a new civilian out- 
fit was amused by a certain store’s 
copy. “Why don’t they make it 
all English or all French?” he re- 
marked after reading the adver- 
tisement. 

The jargon of French phrases 
with English irritated him, and al- 
though he previously had been a 
customer of that store, he went 
elsewhere for his clothes. 

Picayune, you say? Is anything 
really trivial that prevents you 
from selling your product? 

Most of the men coming home 
are well fed up on “the boys over 
there” sort of appeal. To say they 
are surfeited is to put it mildly. 
Straight from the shoulder selling 
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talk is what they want, if what 
they say is true. 

Tell them your product is well 
made; that it is durable. They’re 
interested in that side of things 
now. “I'll never crowd my feet in- 
to a pair of shoes like that,” one 
of them told a shoe salesman. 
“T’ve a good pair of feet now, and 
I want to keep them.” 

Durability, comfort and health. 
These points seem to stand out, 
and in many cases have won 
against extreme style. Don’t think 
the overseas man doesn’t want 
good style, he does. But he wants 
the other qualities with it. 

Men who are going back to 
executive positions are going to 
demand the same sort of selling 
talk. They have seen how vital it 
is to have articles of worth. They 
are going to dig below the fluff 
and frills to search for real facts. 
Of course, if facts come to them 
without the trimmings they won't 
bother digging. 

At first glance it seems that the 
A. E. F. veteran will be a harder 
man to sell than he was before he 
started France-ward. 

But this will be an opportunity 
for the right sort of advertising 
and sales appeal. 


The plan of the 
Illinois Manu fac- 


When 
Manufac- turers’ Associa- 
turers Get tion to establish 
Together a__ co-operative 

export department in New York is 
one of the most interesting busi- 
ness developments that has come 
to the attention of Printers’ INK 
in a long time. 

These manufacturers, many of 
them in competing lines, are will- 
ing to forget fear and jealousy 
and work together for the com- 
mon good. They are planning to 
merge their export advertising fa- 
cilities. The catalogue they prob- 
ably will send out will be impar- 
tial in its presentation of the prod- 
ucts of the numerous manufac- 
turers. Each man will take his 
chance of. getting his share. If 
his competitor bests him why, 
then, the thing is worth while, any- 
way, because it has brought just 
that much more business and 


PRINTERS’ 


INK 


prosperity to the Ce 

Manufacturers when dijo 
shy at co-operative effort in th 
way of advertising and sell , 
could well afford to learn a lesson 
from the labor unions, Statist. 
cians tell us that organized labor « 
comprises only about seven per 
-—_ of the country’s population, 

ut just see the way the labor 
unions win out time and again, 
hey win because they adopt a 
policy and then go through with 
it. Whatever may be the criticism 
of their methods—and this criti. 
cism often is justified—it mast be 
admitted that they stand together 
and stand hitched. 

A noisy minority most of the 
time can beat a silent niajority, 
You see this in politics, in busi- 
ness and in nearly everything else 
Decent people fa:l to vote or spit 
up their efforts, and the “gray 
wolves” get into office. ™!a:ifae- 
turers are timid, jealous or indif- 
ferent and lose out on selling op- 
portunities that united action could 
bring to profitable accomplishment. 

The "linois manufacturers are 
showing that united effort in the 
way of boosting export trade can 
be exercised without any special 
legislation being enacted. There 
is nu pooling of prices. There is 
only -a sane, sensible getting to- 
gether on ti:e advertising and sell- 
ing part of the export problem. 
Competitors these men are and 
will remain. But they are pro- 
ceeding on the theory that the 
more noise about the Central West- 
ern products they help to make in 
foreign markets the better it is 
going to be for everybody in that 
part of the country who makes 
goods to sell. 

No big advertiser, or no littl 
one for that matter, is going to 
get absolutely all the fruit of his 
efforts. If. he holds back because 
he does not want others to grow 
with him, he can’t grow himself. 

Recognition of this principle is 
what helped make great men out 
of F. W. Woolworth, Marshall 
Field and a lot of others, You are 
going to see it more and more gen- 
erally applied in the countrys ad- 
vertising—particularly in the e 
port end. 
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ARGENTINA 


—and the River Plate 


In 1918 Argentina’s total export and import business 
was $1,261,633,349 (U. S. Currency), of which the 
United States did a total of $305,077,349. 


The same constructive selling and advertising 
ideas that you use here, applied to the Argentina 
market will hold America’s $305,077,349 business, 
and will get a large share of the balance. 


LA NACION, the great National Argentina Daily, 
every morning reaches the distributor, jobber, merchant 
and big consumer of Argentina. LA NACION is recog- 
nized as the most enterprising newspaper in all South 
America. It spends $30,000 a month in cable tolls to 
get the news, and maintains editorial offices in New York, 
London, and Paris. 


Tell Argentina and the countries of the River Plate 
(Uruguay and Paraguay) about your goods through 
LA NACION. Secure distribution, create demand and 
entrench your product through the columns of this in- 
fluential National Newspaper. 


LA NACION 


A National Newspaper with an International Influence 


BUENOS AIRES, ARGENTINA 


General Business Representative 
No. 1 Wall Street, New York 


A. EUGENE BOLLES 
United States Advertising Director 
R. M. VANDIVERT, 


Eastern Advertising Manager, 
120 West 32nd Street, New York. 


CHAS. B. BLOUNT, JAMES A. RICE, 


New England Advertising Manager, Western Advertising Manager, 
444 Tremont Bldg., Boston. 58 East Washington St., Chicago. 
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The Plaint of the Poor Abused 


Te secure Trade from South and Central 


America, Mexico, West Indies, Spain, 
Portugal, ete., 


ADVERTISE IN 


EL COMERCIO 


Established 1875 


The Oldest Export 
Trade Journal in the 
world. 


Cireulation Audited by 


Sample Copy, Circu- 
lar Rates and full par- 
ticulars upon request. 


J. Shepherd Clark Co. 
Editors and Publishers 

BURNET L. CLARK, President & Mgr. 

114 Liberty St., New York City 








>MAXWELL 


Can help you round out your 
sales-campaign! Snappy copy, 
designs, analysis of markets. r, - 
vestigation of texviteriee. 


1 Write P. O. Box 113 
VISION! + = lg Md. ae 














Wanted: 


To Buy a Business 


Would consider a good food 
product, toilet preparation, or 


something similar. No patent 


medicine. 

Must be an article thoroly tried 

and of real merit Need not be 
large at present, but one well dis 
tributed and capable of big possibili- 
ties. Must be able to stand strict 
investigation. 
Please write, giving full details, 
including length of time article has 
been on the market, its present sale, 
cost of manufacture and price. 

Address “B. R.,” Box 63, care of 
Printers’ Ink. 














Copy Writer 
STEUBENVILLE, Ouro, June 2, 1919 
Editor of Printers’ Inx: 


As a regular and much- 
of Printers’ Inx | om micased reader 
right to make a few statements ave a 

> * - concern. 
ing Frank H. Williams’ article ia 
issue of May 29, entitled “Copy W Al 
Won’t You Please Liven Up? Titers, 

0 Aaa | that advertisements need g 
little more “life” in them, but what | 
want to know is why the man who acts 
as critic over his ad writers does not 
keep his blue pencil off them when some 
poor devil does show spirit enough to 
get a little humanity in his ads? J] am 
mug to wancr 3 box of she se 

at 9% of the heads of the big 
agencies would refuse to pass an adver 
tisement that was anything but cold 
commercial and comatose; and I’m not 
a copy writer either, at the present time 

Go ahead and agitate adding to the 
red corpuscles in ad writing, but for 
heaven’s sake give the copy writers g 
chance by putting your stamp of ap- 
proval on some of their efforts, even 
though their effort may not please yor. 
You've blue penciled their stuff until 
you’ve cowed them and caused them to 
be afraid to submit anything with any 
life to it for fear you'll accuse them of 
“trying to get funny.” I have written 
copy, a good deal of it, and one or two 
of the best things, in my humble judg. 
ment, that I ever wrote, repose in the 
archives of a certain firm’s “written but 
not used.” 

Yes, Mr. Williams, your article is in- 
teresting; your point is well taken, your 
argument good, and if you have copy 
writers under you, as I imagine you 
have, what chance do you give them? 
Do you encourage the use of a little 
initiative, or do you take keen delight 
in “chopping” to pieces the good stuf 
that is put before you for your OK? If 
you accept it as written, then the writer 
of it has some pride in it, some encour 
agement, some incentive to take another 
and more concentrated fling at it. | 

Personally, I think the copy writer, 
whoever he is, of the Prince Albert To 
bacco firm spreads it on too thick, and 
I’ll bet you another cigar that the ma 
who writes that ig “boss” in the est 
lishment, whether it #s an advertising 
agency or the tobacco company itself. 
It must pull, as they keep hammering 
away along the same old line, but 
me it is silly. Nice that we do notal 
see things alike. Maybe it’s because 
don’t smoke and can’t appreciate “smoke 
parlancia.” Come again, Mr. Williams, 
we like to hear you rave. 

BAINBRIDGE Brisbane 


Fred Fox Made Busines 
Manager 

Fred Fox has been made busines 
manager of the Houston, Texas, 
cle, succeeding E. C. White, who & 
comes circulation manager of & 
Paul Pioneer Press. Mr. Fox has bet 
with the Chronicle for ten yeart® 
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Advertising 
Will Revive Languishing 
Industry 


Tae New York Times 
Times SQUARE 
New Yorx City, June 5, 1919. 
i Printers’ INK: 7 
~~ dike by Roy Dickinson, which 
in the May 29 issue of Print 
us’ Ink, opens up a new field for ad- 
vertising. It is an almost entirely new 
idea in advertising and its development 
will be most interesting. ; 
‘ The article states comprehensively the 
reasons for the decadence of the Wood- 
carvers’ Art. If the plan suggested is 
carried out, I see no reason why the 
heautiful handiwork of this craft with 
all of its artistic value should not again 
take its proper place in the world. 
There must be other similar trades, oc- 
cupations, and arts, professions perhaps, 
which are languishing, but which intelli- 
gntly and persistently advertised could 
be restored or put in proper relationship 
to our present civilization. 
Louis Witey, 
Bus. Mor. 


Mr. Wiley brings out in the last 
paragraph of his letter a thought 
of value to all advertising men, 
and a new service which adver- 
tising can perform. 

Many an individual who has 
never advertised could put the 
fundamentals behind his craft 
before the people of his town and 
the people of the country. Many 
a organization that has up to 
now depended upon the kind 
words of friends or puffs in read- 
ing notices could tell its story 
over and over again, but always in 
a different way through the power 
of paid advertising. 

There is undoubtedly many a 
trade and occupation somewhat 
out of touch with present condi- 
tions which could be brought 
ight up into the tide of popular 
mterest by the right kind of ad- 
vertising and sales campaign. 

Mr. Wiley’s letter also has a 
suggestion that many a corpora- 
tion might find a new copy angle 
i searching into its own self for 
icorporate soul, and for the real 
place and service it is destined to 
perform in to-day’s industrial life. 
There is a chance for a great 
Many new advertising campaigns 
by firms which have never adver- 
ted before along thesé lines — 
(Ed. Printers’ INK. 
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Osteopaths Use Advertising to 
Influence Opinion 


The Illinois Osteopathic Association 
has been carrying on an advertising 
campaign in various Illinois newspapers 
in an effort to influence the State Leg- 
islature to pass a bill removing certain 
restrictions on the practice of osteopa- 
thy in that State. 

The object of the bill, which has been 
fought over for some weeks, is to amend 
the medical practice act so that oste- 
opathic physicians “will be allowed to 
practice their profession unhampered by 
medical autocracy.” For some time the 
osteopaths and their friends confined 
their campaign to personal presentations 
before the committees of the Senate and 
House. When the Senate committee re- 
ported the bill with a recommendation 
that it should not be passed, the oste- 
opaths started out on a direct appeal to 
the people through advertising columns 
of the newspapers. 

Page advertisements were run show- 
ing in some detail the educational quali- 
fications for osteopathic physicians. In 
parallel columns were given the aver- 
age hours in each branch of the courses 
in medicine and osteopathy with the 
idea of showing that an osteopath was 
fully as. well qualified to practice as the 
doctor of medicine. 

“Tf you are a friend of osteopathy, if 
it has been a benefit to you or your 
family. here is your opportunity,” the 
advertisement says. “If all the satis- 
fied patients of osteopathy will write to 
their legislators and express a desire 
that this amendment go through, it will 
go through. Write your legislators at 
once.” 


L. McNaughton Sales Man- 
ager of Cadillac 


Lynn McNaughton has been appointed 
general sales manager of the Cadillac 
Motor Car Company, Detroit, succeed- 
ing Earle C. Howard, resigned. Mr. Mc- 
Naughton has been with the Cadillac 
sales organization for fourteen years, 
and assistant to Mr. Howard for the last 
six. 


Cuban Journalist Dies in 
Chicago 


Don Nicholas Rivero Muniz, dean of 
Cuban journalism, and for twenty-four 
years director of El Diaro de la Marina, 
one of Havana’s oldest newspapers, died 
in Chicago last week. A few days be- 
fore his death he received word notify- 
ing him that King Alfonso had bestowed 
upon him the title of marquis. 


J. B. Nordhem Dead 


Jetlee B. Nordhem, vice-president for 
twenty years of the Jehn Anderson Pub- 
lishing Company, Chicago, died in that 
city last week. 
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QUALITY and QUANTITY 


Quality—The Magazine Speaks for Itself 
Quantity—June issue 268,000 


The large increase in-our small town 
circulation is bringing results to ad- 
vertisers of direct mail order business 


The Catholic Institution business is 
a very large feature and Extension 
Magazine is read by their buyers. 


We will issue an Institution Buyers 
Guide, early next fall and will 
give all advertisers using a su- 
ficient number of lines in Exten- 
sion Magazine, during the next 
six months, space therein, gratis. 


Rate $1.00 per agate line 


EXTENSION MAGAZINE 


Member of Audit Bureau of Circulations 
General Offices: 
223 W. Jackson Blvd., Chicago, Illinois 


F. W. HARVEY, Jr. JAMES K. BOYD 
General Manager Advertising Manager 


Eastern Representatives: 








LEE & WILLIAMSON, 381 Fourth Avenue, New York City 














§. Nicholas 
Munsey’s -. 
Wide World 


em Priscil! 
Home 
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JUNE MAGAZINES 


wiMe OF ADVERTISING IN 
MONTHLY MAGAZINES 
FOR JUNE 


(Exclusive of publishers’ own 
advertising) 


STANDARD SIZE 

Agate 

Pages Lines 

140 31,422 

29,568 

Harper's. Magazine 28,560 
Scribner's 24,061 
Atlantic Monthly 21,863 
18,275 

9,793 

8,400 

4,032 

3,868 


FLAT SIZE 
Agate 
Columns Lines 
... 367 52,608 
. 237 34,025 
31,700 
24,772 
143 24,364 
108 21,697 
... 141 20,223 
Etagheisseece BAF 636508 
Motion Picture Magazine. 102 14,709 
Bissscocccessece 82 13,967 
75 10,732 
79 10,720 
7,175 
6,806 
1,911 


WME OF ADVERTISING IN 
WOMEN’S MAGAZINES 


(Exclusive of publishers’ own 
advertising) 

Agate 

Columns Lines 

Woque (2 issues)......... 577 91,279 
laties’ Home Journal.... 390 78,032 
Fetorial Review 49.347 
man's Home Companion 239 47,817 
ld Housekeeping 43,647 
Harper 40,906 
38,888 

30,647 

30,500 

29,804 

13,817 

12,308 
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The 
public 
pays more 
for the 
privilege 
of 

reading 
Cosmopolitan 
than it 
pays for 
the single 
edition 

of any 
other 
general 
magazine 
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Agate 

Columns Lines 
11,817 
7,376 

6,708 

6,677 


Mother’s 
Today’s 
People’s Popular Monthly. 
Needlecraft Magazine 


Magazine 
Housewife 


VOLUME OF ADVERTISING IN 
MONTHLY MAGAZINES CARRY- 
ING GENERAL AND CLASS 
ADVERTISING 


(Exclusive of publishers’ own 
advertising) 

Agate 
Columns Lines 
55,754 
39,969 
38,304 
34,951 
26,774 
23,912 
20,308 
19,927 
17,537 
17,334 
15,395 
15,085 
12,371 


System 
Vanity Fair 

Country Life 

Popular Mechanics (pages) 
Field and Stream 

Popular 
Physical Culture 
House and 
Electrical 
National 
Outers’ 


Science Monthly 
Garden 
Experimenter... 
Sportsman 
Book-Recreation. . 


The Rotarian 
Forest and 
House Beautiful 
Association Men 
Extension Magazine 
Illustrated World (pages) 
International Studio 


Stream 


VOLUME OF ADVERTISING IN 
CANADIAN MAGAZINES 


(Exclusive of publishers’ own 
advertising) 

Agate 

Columns Lines 

DO occcnbapetep een 244 42,744 

Canadian Home Journal... 129 25,849 

Everywoman’s World 21,270 
Canadian Courier (2 

issues) 
Canadian Magazine (pages) 62 


16,198 
13,944 


VOLUME OF ADVERTISING IN MAY 
WEEKLIES 
(Exclusive of publishers’ own 
Advertising) 
Agate 
Columns Lines 
May 1-7 
Saturday Evening Post. ..450 
Literary Digest 
Town & Country 
Collier’s 


76,548 
43,702 
24,305 
19,594 
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Leslie’s 

Outlook oc cccecseeenen 
Scientific American ... 
Life a. 
Independent cbpeull 
Christian Herald.. 
Nation ose 
Youth’s Companion 
Churchman 

Judge 


May 8-14 


Saturday Evening Post... 
Literary Digest. 

Town & Country 
Collier’s 

Leslie’s oseneune 
Christian Herald...... 
Outlook 

Life 

Nation 

Scientific American ...,.. 
Independent 

Youth’s Companion 
Judge 


Churchman 


May 15-21 


Saturday Evening Post... 
Literary Digest... 
Collier’s coves 
Town & Country 
Leslie’s 
Scientific American...... 
Life 

Outlook 
Independent 
Christian Herald 
Nation 


Youth's Companion 
Judge 
Churchman 


May 22-28 


Saturday Evening Post.. 
Literary Digest ........+- 
Collier's 

Leslie’s pie al 
Scientific American 
Outlook 
Life 
Christian 
Independent 

Judge 

Youth’s Companion 
Churchman 

Nation 





Herald......-+ 


-. sacusph iil abate 
Seeeesesoert 
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Does 

General Pershing 
spend $4 a year 

to subscribe 

to The Outlook 
because 

he likes the fun 

of writing out checks 
or 


because he finds 
The Outlook 
worth reading ? 





Keep your eye open for a new campaign 
in the newspapers. 


The 


Outlook 
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Agate 
Columns Lines 
May 29-31 
Saturday Evening Post 
Literary Digest..........231 
Collier’s 
Leslie’s 
Scientific American 
Youth’s Companion...... 
Life 
Christian Herald 
Nation 
Independent 
Judge 
Churchman 


Totals for May 
Saturday Evening Post.......3 347,595 
Literary Digest 
Collier’s 
tTown & Country 
Leslie’s 
Scientific American 
Life 
*Outlook 
Christian Herald..........+-. 30,448 
Independent 
Nation 
Youth’s 


60,711 
35,189 
16,167 
8,316 
7,591 
5,524 
5,379 
4,051 
3,355 
3,091 
1,956 
1,738 


Churchman 


RECAPITULATION OF ADVERTIS- 
ING IN MONTHLY CLASSI- 
FICATIONS 


(Exclusive of publishers’ own 
advertising) 
Agate 
Columns Lines 
. Ladies’ Home Journal... 390 ‘78,032 
LSONED «cc ccecdsensese 389 
. American 
. Pictorial Review 
Woman’s Home Comp.. 
. Good Housekeeping... . 
. MacLean’s 
. Harper’s Bazar 
. Vanity Fair 
. Delineator 
Country Life. ...os.ces 
. Popular Mechanics 
(pages) 
. Cosmopolitan 


on aAwm & wD 


38,304 


34,951 
34,025 
31,700 


31,422 
30,647 
30,500 
29,804 


. Woman’s Mag 
. McCall’s 


* 4 issues. 3 issues. 


. World’s Work........, 
20. Harper’s Mag.......... 


- Field & Stream........ 197 44 
- Canadian Home Journal 129 
3. MoClure’s .....cceune 
. Metropolitan 
» Seribaer’s ... 3.0 


Hutton with Southwestem 
Advertising Co, 


Samuel R. Hutton, wh 
turned from Paris, where he wail 
railroad operation service, has jim 
the Southwestern Advertising Co 
Mr. Hutton was formerly adverts 
agent of the Delaware & Hudson } 
road, with headquarters at ! 
Y., and prior to that was with 
Ayer & Son. He will be a direc 
the Southwestern agency, and associ 
with the Oklahoma City office gf 
company. 


“Mothers’ Magazine” Appoig 
ments 


The advertising staff of The M 
Magazine, Chicago, recently pard 
Nelson Agard, has been organi 

as follows: Paul R. Smith, Eastem 
vertising manager, and Joseph 
Gooris, representative in the East; 
fred J. Boaz and Charles J. Fe 
representatives at the Chicago offic. 
Wilbur L. Arthur, advertising 
ager of Home Life, becomes also a 
tising manager of The Mothers 


zine. 


Pacific Coast Trade Paper 
~ 7 
Changes Name 

Beginning with the June issu, 
name of the Pacific Coast Gasette, 
Francisco, is changed to The Baker 
Confectioners Gazette. 

Hubert A. Kemp, _ formerly 
tising manager of the Stromberg a 
Devices Company and later ba 
manager of the Scale Journal, Cit 
has become a partner in the com 
publishing the Easette, of which he 
be managing editor. 


J. J. Floherty Leaves T 
Parry 
John J. Floherty, formerly ice pre 
dent of Tracy-Parry Company, Ine, 
Philadelphia, has been appointed @ 


tor of sales promotion of J. 
Inc., silk manufacturer, New York 


Colborn Made Advertising 
Manager 


C. F. Colborn has been 
vertising manager of the 
Evening Sun. He has been? 
wth the paper as advertising a 
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Farm Machinery— 
Farm Power 
Implement & Trac- 


Vickery & Hill List 
Illustrated 
Companion 
Household Journal 
New Ideas 
Everyday Life 
Weekly Kansas 
City Star 
Weekly Kansas 
City Journal 


Agrimotor Maga- 


zine 
Weekly Toledo 
Blade 


Facts vs. 


Guess Work— 


Successful advertisers and 
agents have learned that it pays to 
study advertising records and data. 
The day of the guess-work adver- 
tising man is past, 

In laying plans, determining ap- 
propriations and in selecting mediums 
it is extremely important to know 
what competing manufacturers are 
doing, what the entire industry and 
similar industries are doing, and how 
this advertising is being distributed 
throughout the various mediums. 

Such information is easily and eco- 
nomically obtainable from the 


Advertising Record Co. 
formerly The Washington Press. 


We measure the display advertising in 195 
leading general and class magazines; farm, 
automobile and implement papers and the 
Chicago dailies. This information is classi- 
fied aaggees | to publications, individual ad- 
vertisers and groups of advertisers repre- 
senting specific industries. It is available as 
a regular monthly service or in the form of 
special reports on any advertiser or group 
of advertisers, any publication and for any 
pened of time within the past seven years. 

e measure all papers listed on this page. 

Our figures are absolutely accurate and 
accepted as standard. 


‘“‘Let 7 Years of Facts 
Guide You!’’ 


Advertising Record Co. 
formerly the Washington Press. 

170 W. Washington St., Telephone 

Chicago, Ill. Main 1950 

Tractor & Trailer 


Memphis Weekly 
Commercial-Appeal 


St. Louis Republic 


Atlanta Tri-Weekly 
Constitution 
Atlanta Semi- 
Weekly Journal 
Chilton Tractor 
Journal 
Implement & Trac- 
tor Journal 
Farm 
News 


Implement 


Motor 

Motor Life 

Ameriean Motorist 

Power Wagon 

Auto Dealer and 

pairer 

Motor Truck 

Auto Trade Journal 

Ford Owner 

Automotive 
Industries 
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Motor Age 
Motor World 
Automobile Topics 
Aerial Age 
Commercial 
ehicle 
Commercial Car 
Journal 
Farm Journal 
Successful Farming 
Country Gentleman 
Farm and Home 
Farm and Fireside 
Farm Life 
Better Farming 
Rural New Yorker 
Ohio Farmer 
American 
Agriculturist 
New Englan 
Homestead 
National Stockman 
and Farmer 
Pennsylvania 
Farmer 
Practical Farmer 
Michigan Farmer 
Jleaner 
Indiana Farmer’s 
Guide 
Prairie Farmer 
Orange Judd 
Farmer 
Wisconsin 
Agriculturist 
Wisconsin Farmer 
Iowa Homestead 
Wallaces’ Farmer 
Farmer and Breeder 
Iowa Farmer 
The Farmer 
Farm Stock and 
Home 
Dakota Farmer 
Northwest 
Farmstead 
Farmer’s Mail 
and Breeze 
Kansas Farmer 
Nebraska Farmer 
Nebraska Farm 
Journal 
Nebraska Ruralist 
Farm and Ranch 
Oklahoma Farmer 
Oklahoma Farmer- 


Agriculture 
Missouri Ruralist 
Missouri and 

Kansas Farmer 
Missouri Valley 
rmer 
National Farmer 
and Stock Grower 
Progressive 
Southern Planter 
Arkansas 
Homestead 
Southern Ruralist 
Inland Farmer 
Southern 
Agriculturist 
Southern 
Cultivator 
Breeder's 
Gazette 
Hoard’s Dairyman 
Kimball's Dairy 


‘armer 
American Fruit 
Grower 
Power Farming 
Pacific Rural Press 
California 
Cultivator 
Orchard and 


Farm 
Washington 

Farmer 

Western Farmer 

Oregon Farmer 

Idaho Farmer 
Western Farm 

Life 
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ADVERTISING 


GENERAL MAGAZINES 


American 
Cosmopolitan 
Review of Reviews 
Harper’s Magazine 
World’s Work 
McClure’s 
Metropolitan 
Scribner’s 
Sunset 
Red Book 
American ) 
Atlantic Monthly 
Century 

Hearst’s 
Everybody’s 
Photoplay 

St. Nicholas 
Motion Picture 
Boys’ Life 
Munsey’s 

Boys’ Magazine 
Current Opinion 


tChanged from standard to flat 


size. 


WOMEN’S 


Vogue (2 issues) 
Ladies’ Home 

Harper’s Bazar 

Woman’s Home Companion 
Good Housekeeping 
Pictorial Review 

Delineator 

Designer 

Woman’s Magazine 
McCall’s Magazine 

Modern Priscilla 

People’s Home 

Mother’s Magazine 
Needlecraft Magazine 


‘ tChanged from standard to flat 


size. 


1918 
$25,921 
$24,441 

17,061 

18,528 


1917 
$28,612 


ee 


t New 
un & 
Ron wet 


ooo Cod Cod SP eas 
Sun bint 
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tw Na Go Un te D to 

AONONDOAun 
Cun wun71nawo 


tn© = 00 
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6,92 
#3,5 524 
291,647 

MAGAZINES 
74,776 
45,136 
34,663 
31,172 
$32,891 
28,429 
33,130 
26,475 
26,541 
*25,692 
9°887 
9,319 
6,796 
3.758 


45,533 
33.114 
$38,527 
25,600 
21,504 
18,449 
18,350 
12,128 
9,729 
10,171 
7,554 
4,609 


38, 888 
30,647 
30,500 
*29,804 


525,486 388,665 376,651 


“LASS MAGAZINES 


System 

Vanity 

Country — 
Popular Mechanics 
Field and Stream 
Popular Science 
House and Garden. 
National Sportsman 
Physical Culture 
Theatre 

Outing 

House Beautiful 
International Studio 


tChanged from standard to flat 


size. 


30,946 
41,712 
34,006 
32,317 
23,545 
23,998 
16,638 
15,161 
11,166 

9,408 
10,436 
10,403 

5,085 


$55,754 $44,805 
31,295 
27'720 


5,521 


319, 820 243,379 264,821 


WEEKLIES (4 May Issues) 


Saturday Evening 
Literary Digest 
Collier’s 
Town & Country 
Leslie’s 
Outlook 
Scientific 
Life 
Christian 
tSmaller page size 
73 issues 
*5 issues 


ee 


207,216 
103,337 
77,010 
767,711 
*40,545 
*41,022 
32,371 
*32,114 
*22,092 


623,418 


*347,595 
*195,911 
$*97,326 
$73,022 
*60,231 
32,304 
t*42,678 
*37,106 
*30,448 
916,621 


2, 219,260 1,499, 499, 789 1, 602,665 


206,479 
105,166 
61,542 
157,665 
34,105 
*31,186 
33,518 
*25,010 
*21,427 


576,098 


1916 
$17,303 
21,932 
24,217 


336,355 


85,846 
33,068 


328,239 


30,012 
46,855 
32,798 


254,638 


150,907 
92,884 
78,321 

$62,546 
39,134 

*33,649 
28,465 

32,847 
" 26, 493 
545,246 


1,464,478 
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BIG BUSINESS 


fig Business is reading 
Me Century, Big Business is 
teding and studying Mr. 
on Frank’s articles in The 
tury, because these bril- 
and scholarly articles 


al organization which must 
ly instituted in this country 


Mr. Glenn Frank has set 

oth a far-reaching program 

if economic and industrial 

ganization to which doz- 
of big business men, 

wkers, and public figures, 

wiers of The Century, have 
y subscribed. 


The head of a big lumber 
mpany writes of the work 
his company in maintain- 
gindustrial peace with their 
wloyees, and requests Mr. 
mk to assist in devising 


Mifcations and improve- 
of their elaborate sys- 
bof cooperation and profit- 
uring. 
The President of a great 
wfacturing concern with 
t 30 factories and more 
a 7000 employees, sends 
. Frank the details of his 
tmstruction plans, and de- 
a critical estimate of 
Scomprehensive scheme. 


One of the Vice-Presidents 





of a metropolitan banking 
organization informs Mr. 
Frank that the bank’s of- 
ficers have been studying and 
marking up his articles, and 
so much discussion has arisen 
amongst them that the author 
will have to attend a “plenary 
session,” and advise them as 
to the needs of the hour. 

The President of a huge 
national mercantile associa- 
tion expressed his enthusiasm 
for the series of articles, and 
another national retail asso- 
ciation reprinted one or two 
of the articles for all its mem- 
bers and their executives. 

The President of a vast 
corporation with international 
ramifications sent a messen- 
ger for back copies of The 
Century because he had heard 
so muck talk of the articles 
in financial circles, and later 
he wrote a letter full of 
hearty commendation. 


These are only samples of 
the widely diversified evi- 
dences of interest in Mr. 
Frank’s remarkable series of 
articles. 

The series is continuing. 
Its audience grows rapidly in 
numbers and in enthusiasm. 
It is the sort of work which 
the public has a right to ex- 
pect from The’ Century. 


THE CENTURY MAGAZINE 


ONE OF THE QUALITY GROUP 


SPourth Avenue 


New York City 





Little 


The 


School master’s 


Classroom 


Bw Schoolmaster lays down 
chalk and blackboard eraser to 
remark upon a very subtle propa- 
ganda to which many advertising 
men, perhaps unconsciously, con- 
tribute. The fact that in most 
cases it is accidental propaganda 
even strengthens its value. The 
propaganda in question the 
propaganda of toys. 

Just a few examples. The fam- 
ily circle motif of the Round Oak 
Heating System shows little Mary 
nestling fondly in mother’s lap, 
while both admire a china dolly. 
Another heart-interest picture is 
one of Monitor. Stoves, where 
eyes are centred upon Willie play- 
ing with his wooden horse. The 
full-page copy of Bixby’s Jet-Oil 
Shoe Polish shows a flock of 
husky youngsters tearing down 
the street on velocipedes. In a 
full-page advertisement of Stan- 
ley hardware, sister is pushing 
back the garage door to admit 
brother, seated in a gaudy Push- 
mobile. 

The Schoolmaster hardly thinks 
the introduction of children’s toys 
to give atmosphere to the advertis- 
ing appeal is a part of the organ- 
ized effort of the Toy Manufac- 
turers’ Association. But this does 
not lessen its value nor negate the 
fact that all these illustrations are 
helping to broaden the market for 
toys bearing, if you please, the la- 
bel “Made in the U. S. A.” 

o = 


7 


is 


Retailers can often do things so 
much better than the national man- 
ufacturer because of the personal 
flavor they can inject into their ad- 
vertising copy and the sly dig they 
can make at some competitor 
guilty of questionable practices. 

A member of the Class sends the 
Schoolmaster a sample of a card 
used in the Louisville street cars 
in which Crutcher and Starks, 
leading exponents of the No Sale 
Plan, poke fun at the store which 
periodically slashes prices to “way 
below cost.” Traced at back of 
the card is a spider web, while a 


ferocious arachnida, holding a sy; 
marked “$40 reduced to Sy 
lures a straw-hatted fly. But ip. 
stead of snapping the baited hook, 
the said fly sagaciously remarks, 
“My eye! How could you hay 
the face to charge so much in th 
first place?” 
* * 

Two letters that have lately 
come to The Schoolmaster’s g. 
tention are the best little good 
will builders he has met with ip 
many a long day. 

Writes one company, apropos of 
a mistake in postage: 

“We mailed you a booklet th 
other day and we just found oy 
that we didn’t put enough postag 
on it. The only excuse we har 
to offer is that we asked the ma 
at the weighing-machine in th 
old Postoffice Building about it 
before we mailed it, and he told 
us that two cents would carry it 

“We'd rather have hired a bat 
talion of railroad presidents to 
deliver that booklet than to har 
had you annoyed by the ext 
postage charge. We'll always fed 
we owe you something. Pleas 
forgive us.” 

As a matter of fact, the School 
master never received this pict 
of “literature.” The following 
postscript, therefore, was doubly 
effective: 

“P. S—If you didn’t get om 
booklet, please let us know ant 
we'll send one.” 

Which, of course, is exactly i 
course of action the Schoolmaster 
followed! ; 

The second letter was wrillt 
by the vice-president of the How 


with a similar blunder: 
“Attached you will find 0 
check in the amount of $.06, whe 
will buy an Owl cigar, of 
three-cent stamps—the amo 
due you for postage which 
paid on a piece of printed 1 
ter covering our $25,000 war # 
ice, sent you a few days ago 
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The Coming Market 
For Plumbing and Heating Goods 


The Prosperity of American Agriculture 
is so generally conceded it needs no sustain- 
ing argument. The burden of the old-time 
Farm Mortgage is forgotten. The Farmer 
has money, plenty of money. He is spending 
some of it on himself and his family. 


One of his dreams, in the old days of back- 
and heart-breaking grind, was of the time 
when he might be able to afford a home 
equipped with decent plumbing and efficient 
heating apparatus. That time has come. 


Because the Combination Shop is best 
equipped to meet the needs of the farm busi- 
ness, it is through the Combination Shops of 
the agricultural states that many millions of 
dollars worth of plumbing and heating goods 
will be sold to this class of customers during 
the next year. And, of course, the open door 
to these shops is 


Metal Worker 
Plumber and Steam Fitter 


during forty-five years the recognized ex- 
ponent of the Combination Shop field, an 
every-week influence leading to better engi- 
neering and more progressive merchandis- 
ing. 

Let us tell you the bare facts about the 
possibilities of this field. 


Metal Worker 
Plumber & Steam Filler 


243 West 39th Street New York 


Affiliated Publications in the Building Field: 


THE AMERICAN ARCHITECT :: BUILDING AGE 
All Members of A. B. C. 


ne 
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=> Before spending your entire 
appropriation, write to 


MAXWELL, Box 113 
P. O. Baltimore 


You may have overlooked some 
points of importance 


Let Us Analyze Your Campaign <& 














Advertising Manager 
Desires Change 


Executive now earning $3,200, desires 
change. He is specially well-qualified to 
handle advertising for a manufacturer of 
a product selling to industrial concerns, 
engineers, architects, builders, etc. He 
has proven ability on planning campaigns 
and on circular, trade paper and catalog 
Agency experience. Engineering 
graduate. Married, 30. H. B. C., Box 
60, Printers’ Ink 


work. 


WE APOLOGIZE 


to the Boston Globe 
Owing to an oversight the GLOBE 


was not mentioned in our Half Page 
Adv. of LAST WEEK— 
EVERY SRoston Paper will use S. & M. 


Service to deliver their N. Y. Adv. Agency 
Checking Copies—(Boston 100%). 


HERALD POST 

TRAVELER TRANSCRIPT RECORD 

AMERICAN ADVERTISER 

Publishers: We want to explain S. & M. 
Service in detail. May we? 


SONG fear 





GLOBE 








450 Fourth Ave. N-Y. 7205-7200 MadSq 


are 
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Ow 


LEADING 
NEWSPAPERS 
MAGAZINES 


e arcason 


Posters, Booklets and Folders 
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This check will be cashed jf 

presented to any bank in 4 
United States, or if you will hold 
the check until I visit yoy next 
which will be at an early date i 
will accept it in exchange for the 
best dinner you can order, a pair 
of seats at the best theatre ig 
town or ball park, or anything 
else that I may do in order to 
square the ‘bone-head’ pulled by 
our mailing department, 
_ “Frankly, I will admit that this 
is my pet ‘peeve’ to-day. We de 
voted much time and some money 
to producing a piece of printed 
matter which we are sure puts 
over the story of our $25,000 war 
service in a big way—and then 
the mailing department takes the 
‘kick’ out of it by balling up th 
postage.” 

“An honest mistake,” said 3 
prominent advertising man recent 
ly, “is good will in the making 
Correct it courteously and gen 
erously and it will yield you divi- 
dends out of all proportion to the 
cost.” 

He might have added that even 
a slip of two cents in postage, if 
handled adroitly, can convert the 
most confirmed Missourian intoa 
life-long customer! 

* * * 

Down in Lynchburg, Virginia, 
in the sample room of the Smith- 
3ristol Shoe Company of that city, 
one of the decorations is the pho 
tograph of a young man, and m- 
derneath it a check drawn to the 
order of the company for $100 
Everyone who crimes into the sam- 
ple room sees the photograph and 
the check and is interested, The 
story back of it makes good copy 
both for the concern and the 
young man who sent in the check 
Here it is: 

Back in 1914, Roy R. Reynolds, 
of Henryetta, Oklahoma, was 
forced to take the benefit of the 
bankrupt laws and, after disburs- 
ing all of his assets, he still owed 
the Smith-Bristol Shoe Company 
over $800. After the proceedings 
he had nothing left except conf 
dence in his own ability and in the 
shoes which he sold made by the 
company which now proudly dis- 
plays the check. With confidence 





as his only 
gible aid 
vho also 
honesty, . 
ess 
ery o 
snith-Bris 
had write 
hooks, was 
to receive 
Mr. Reyne 
hand corne 
own handv 
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shed if as his only capital and a little tan- 
M the ‘tle aid from his local ‘banker, 
ill hold * also had confidence in his 
U next, honesty, he started in the retail 
date, | MF iuiness over again and made 
for the ! On March 12, 1919, the 
a pair Smith-Bristol Shoe Company, who 
atte ip had written off the account on its 
tything HH iooks, was surprised and delighted 
der to fo receive a check for $1,000 from 
led by Vr, Reynolds. In the lower left- 


hand corner were the words in his 
own handwriting, “In full.” With 
the check the young man sent a 
shotograph of himself, which the 
company prizes very highly. 

The human-interest story back 
of the incident impelled the com- 
pany to have a cut made of the 
check and photograph, and _ it 
hangs there to-day so all may see 
-am example of honesty and in- 



















aid 3 tegrity—a fact that may serve as 
Scent Bi ‘x inspiration to any visitor to the 
aking shoe company who may at the mo- 
gen- ment feel down and out. 
divi- * * * 
0 the That apparently simple com- 
mand, “Follow the Green Line,” 
bis down underneath the cellars of 
ee, i! HE Times Square, has caused many a 
t the vsitor to New York, and many a 
nto a tative, too, for that matter, mo- 
ments of uncertainty, confusion 
mn and, in some cases, lurid profanity. 
£ The fact that thousands of peo- 
nith- HM sehave been urged to follow dif- 
City, HM ferent colored lines in Mr. Shonts’ 
pho- pet puzzle has, however, been 
Uk & wtilized to advantage by a New 
the York waist house. Its booklet 
= ame to the Schoolmaster’s desk 
am- 
and ——— —— ———-— 
The 
opy 
“I| WANTED 
A young man to take charge 
Ids. of the sales department of 
7 one of the largest manufac- 
the turers of men’s fine shoes. 
rs. A thorough grounding in 
red modern merchandising prac- 
iny tices and a record of accom- 
gs plishment are essential. 
. Write with details to | 
: - 
i. | Box A, Essex St. Station | 
. Boston, Mass. | 
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ROM a stenographer at $10 a 

week to advertising man- 
ager at $10,000 a year sounds 
like fiction—but it’s fact. See 
page 2, June 3rd issue of the 
Retail Public Ledger, or send 
$1 to Room 219, Public Ledger 
Building, Philadelphia, for a 
year’s subscription to this semi- 

monthly news-magazine. 






















‘Sales battens That Sell 


Sales letters to your clients—sales letters 
to your list of prospects—‘‘pep’’ letters to 
those who are on the road blazing the trail 
for your product. 

I write them for $5.00 each——or $25.00 
for a series of six. 

Send me your catalog and state what you 
wish to accomplish. I write letters that 
sell! Try them! 





















R. C. Randall, 2257 South Park Ave., Chicago, ill. 








and BUILDING MANAGEMENT 
reaches the owners and managers of office 
buildings and apartment houses. These 
men buy the materials for both construc- 
field for 


tion and maintenance. A rich 


advertisers 


City Hall Square Building, Chicago 























“CLIMAX” 


SQUARE-TOP 


PAPER CLIPS 
Best and most economical 





Pat. Dec. Paper Clip on the market 
12. 1916 
R ded by effici experts. 
Prices F. 0. B. Buffalo. 

Packed 10,000 to the Box. 
BODOG. ccccccoesese 15e per 1,000 
BO,0O8. cccccccccece 1@c per 1,000 
BOR Seeccccccccezecs per 1,000 
Pee Pc cccccccceces ec per 1,000 

RLGOG COR cc cccvcccsess 6%ec per 1,000 


Order Direct from 


Buffalo Automatic Mfg. Co. 
457 Washington Street, BUFFALO, N. Y. 














THE RICHEY 


DATA SERVICE 


The facts at your finger-tips 
when you want them, accurate 
data on advertising, sales and 
business conditions issued monthly on loose- 
leaf sheets for pocket binder. Ask for bulle- 
tin, folder and sample sheets. 


THE RICHEY DATA SER Y 
403 Meridian Life Biden, Norliwnonolis 
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PAST 
I CAN 


Bdit a class or general magazine and 
make a success of a publication 
which is not progressing satisfac- 
torily: 

Take entire charge of editorial and 
advertising make-up departments 
of one or more magazines, install 
system and reduce expenses: 

As consulting editor, improve the 
make-up of a magazine and create 
new, productive features without 
increasing manufacturing costs: 

Plan special numbers and progressive, 
original ideas for a new magazine 
or an old one changing policy: 

Write convincing advertising copy: 

Edit a house organ and make it a real 
publication: 

Write productive promotion and sales 
letters: 

Write articles and fiction which com- 
mand attention: 

I can do these things because I have 
done them for twelve years for big 
money. 


PRESENT 


I AM 


Revising and doing special editorial 
work for largest class publication 
in America: 

Writing several articles a month for 
finest class magazine in the world: 

Employing eight salesmen and con- 
ducting advertising selling cam- 
paign for biggest corporation in 
its field: 

Writing copy for three national adver- 
tisers who spend millions a year 
in space: 

I have undertaken all these things 
because I have very high ambitions 
and am willing to work like a trooper 
to obtain them. 


_ FUTURE 
1 WANT 


To stop scattering my energies. 

To make a connection which will 
take all my thought and time; where 
I will have opportunity to plan and 
play; where I can help build a big 
future for the company and myself; 
and where there is some real money 
now. 

Am not a jack-of-all-trades. I 
simply know the new principles of 
editing and writing. 

Am not a rolling stone but a serious, 
executive, ambitious, young married 
man who is determined to make a big 
success of life. Have traveled and 
studied and have good mental equip- 
ment. Unquestionable references. 


WHAT HAVE YOU? 


Address: ‘‘H. J.’’, Box 62, P. I. 
ea = << 
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the other day, and wai 
throughout the country bape 
asked by it to follow the blue Line 
from cover to copy page, to an in. 
side spread which illustrates six 
waists. Mr. Shonts’ trade- 
arrow has been “lifted” from the 
front cover to the inside spread 
with a change of color only, 

In this way an apparently heip. 
ous idea has been utilized by a 
manufacturer, and waist buyers jg 
various parts of the United Stats 
receive practice in following lines 
before being caught in the sy 
cellars on their next trip to Ney 
York. 


Advertising Is a Salesman t 
the Deaf 


MANUFACTURING Compayy 
, Cuicaco, June 5, 1919, 
Editor of Printers’ Inx: 

flere is another use for advertising 
that has probably slipped the notice ¢ 
some of the experts in exploiting th 
versatility of this medium as a selling 
factor. A daily prospect call 
from oné of our salesman in the 
reads: 

“This man is very deaf—cannot make 
him understand. Send advertising.” 

Advertising comes to the rescue ani 
saves the day for a salesman on may 
problems that cannot be solved through 
personal contact. This is one cx 
where it saved the price of a megaphone 
and a lot of wear and tear on a sale 


man’s nerves. 
R. K. Russeut, 
Sales Manager. 


DUPLICATOR 


Firemen Advertise to Secure 
Better Conditions 


The Toronto Fire Fighters’ Assocs 
tion, during their negotiations seeking 
to better the wages and hours of the 
firemen, went direct to the taxpayets 
through the medium of paid adverts 
ing. The plain and moderate statement 
of the facts about working conditions 
quickly won sympathy for the firemen, 
and within a very short time the att 
tude of the council and the public wat 
changed. Measures leading to an amit 
able settlement followed and _ satisfac 
tory negotiations are now under way, 
whereas before the advertising a Serious 
deadlock was imminent. 


W. A. Young with Philip 
Wolf 


recently discharged 
service and formerly with 
has been placed @ 
charge of the plan and production 


Wm. 
from 
Lord 


A. Young, 
naval 
& Thomas, 
, Inc, 


partment of Philip Wo 


York. 
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Unusual Opportunity 
for Advertising 
Manager 





. ing house wants an ad- 
wil vertising manager. A 
1918, knowledge of investing or bank- 
erty ing is not required, but he must 
otice of eq: 
ng fe possess the ability to handle 

booklets, folders and newspaper 
advertising and to present in a 
pleasing way information and 
data furnished by department 
heads. 

He should be a man prefer- 
ably under forty, with college 
training, initiative and_ re- 
sourcefulness—one who can as- 
sume greater responsibilities as 
he grows familiar with the 
business. 

The salary is limited only by 
the ability the successful appli- 
cant can demonstrate, as the op- 
portunities are really quite out 
of the ordinary. 

Address “V. P.,” Box 61, 
Printers’ Ink. 


\ LARGE investment bank- 
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First Forms Close Friday Noon; 





Classified Advertisements 


Final Closing Monday Morning 





_BELP WANTED 
ADVERTISING SALESMAN; splen- 


did opportunity for right man on new 
publication. Address Information Pub 
lishing Company, 816 Cypress Ave., 
Brooklyn, N. Y. 

Advertising man to organize and manage 
advertising department. New Proposi 
tion. Opportunity to become part owner 
if ability is demonstrated. Address Box 
75, care of Printers’ Ink 
TOUNG MAN, EXPER 
“OPY WRITER FOR AG 
VNORK. ADDRESS, SPEEI 
NTELLIGENCE. BOX 261, (¢ 
OF PRINTERS’ INK. 
ASSISTANT EDITOR 
on Trade Journal in Textile 
Must be experienced in prepar 
ing copy, make-up, etc. Room 1201, 373 
Fourth Ave., New York City. 


ARTIST WANTED 
Young man of ability, must be a good 
designer for advertising literature, with 
original and practical ideas. Address, 
with particulars, Box 264, Printers’ Ink 
ADVERTISING SOLICITOR WANTED 
Young man who has had some experi- 
ence on a trade paper in the men’s or 
women’s field Apply by letter, stating 
age, experience and salary expected 
Address Box 280, care of Printers’ Ink 


SALESMAN: An unusual opportunity 
is offered to handle an established in 
teresting specialty either as an exclusive 
selling proposition or side line. Write 
for information, stating territory cov 
ered, line now selling, etc Box 269, 
care of Printers’ Ink 
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wanted 
Field. 


SECRETARY TO THE HEAD OF 
; THIS AGENCY 
ASSISTANT—G OOD 
STENOGRAPHER AND A SEA- 
SONED EXECUTIVE IN SUCH 
MATTERS AS FILE SUPERVISION 
AND CARE OF CORRESPONDENCE, 
ETC. AN UNUSUAL OPPORTUN- 
FOR A YOUNG WOMAN OF 
EXPERIENCE AND INITIATIVE. 
WRITE, GIVING FULL DETAILS. 
L. S. GOLDSMITH ADV. AGENCY, 
244 FIFTH AVENUE, NEW YORK 


A GENERAL 





° all-around ladies 
Artists—*""" | 

fashion artists, also 

designers and illustrators. Perma 


nent position. 


BUCKBEE-MEARS CO. 
ST. Sant, me. 














WANTED class Mechanical Re 
toucher, als lass Illustrator; must 
able to wash and line dray. 
ings, lettering and designing, Reply with 
wages expected and samples of work. 
All replies confidential. Steady Positio; 
for right man. Address, Box 649 Hart 
ford, Conn. Pas, 


— 
ESTIMATOR WANTED 

Man thoroughly familiar with the prep. 
aration of éstimates, by high-class offset 
printing house in Middle West. Mus 
be —- and reliable. Good Prospects 
tor advancement, as business is A 

rapidly. Address Box 267, oa 
Printers’ Ink, stating age, whether mar. 
ried or single, experience and salary 
expected. "4 
Our advertising agency business has is 
creased so rapidly that we must havea 
new office manager at once. He should 
understand agency routine, printing and 
advertising layout. A position limited ix 
possibility and salary only by the occu 
ere ability. Write Box 259 Printer 
nk, or Phone Madison Square 4377, 


Young Man with Country Newspaper 
experience in reportorial capacity who 
can adapt himself to traveling and who 
thinks he can develop advertising selli 
ability, will find this opening <a 
of an established trade weekly interest 
ing from immediate financial returns 
and promising good future; state age, 
nationality and give character as well as 
business references. Address Box 252, 
Printers’ Ink. 


be 


Advertising Man Wanted - 


Position now open in the advertising 
department of a large New York om 
cern for a young man well versed in a 
vertising and sales promotion work. 

His knowledge must embrace a 
only the theory but also the technique 
of advertising—printing effects, display 
work, etc. 

In your reply please state age, expe 
rience, where previously employed and 
salary expectations. 

Reply Box 266, Printers’ Ink. 


Copy Writer Wanted 


Energetic, ambitious young man Wi 
agency or newspaper ex perience, as 
sistant to the Director of Publicity 0 
one of the largest motor car manufae 
turers. An exceptional opportunity fof 
development and advancement awa 
the young man who writes with an # 
preciation of the value of “Trith 1 
Advertising’ and Rha 
“quality” rather than “quantity © 

Please state fully your qualification 
for the position and salary desired. Ou 
line your education and business e? 
ence. Submit samples of your . 
Box 260, Printers’ Ink. 
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to Advertising Manager. 
sOCHETARY secretary to Advertising 
a Must be a good stenographer 
Seat etail man; possess ini 
= ste on to ee ah 
ied to a widely used electrical ac 
pe Previous advertising experience 
not essential. Address, Box 274, I 
ut e—— 


Copy Writer Wanted 


i opy writer desired by 
fo pnseang ony who _ had some 
aperience in writing furniture copy pre- 
fered, 2 man who can meet clients and 
ielp plan campaigns as well as write 
spy. Permanency ot position assured 
tp the right man. ae — - aoe 

i stating salary desired, 
mass 26, Printers’ Ink. ; oo 
WANTED—SALES MANAGER, 
S\PERIENCED IN THE ESTI- 
¥ATING AND SELLING END 
of THE PRIN TING BUSI- 
yess. AN EXCELLENT OP- 
PORTUNITY FOR THE RIGHT 
¥AN. REFERENCES RE- 
QUESTED. ADDRESS “SALES 
WANAGER,” BOX, 265, CARE 
OF PRINTERS’ INK. 


in Exceptional Opportunity 
te of the leading trade publications of 
y, issued twice monthly, pub- 
bed in Chicago, requires the services 
gibigh-class man to take entire charge 
fanning the layout and makeup of 
One who has ability as an 





first-class men of ability 
is a real opportunity 
State in first letter 


ie the right man. 
particulars as to experience, salary 
Address 





Alarge nationally known con- 
mm located in New York City 
Muires a young man with 
fod education, preferably col- 
good health, experienced 
spondent with 
mttising experience, who has a 
tirknowledge of printing and 
mgraving. Capable of handling 
il in a systematic manner. 
record essential. Box 
f Printers’ Ink. 


some ad- 
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WANTED—Advertising salesman for 
trade journal leading its field. Must 
make Chicago headquarters and do con- 
siderable traveling. Previous experi 
ence absolutely necessary. Splendid 
opportunity for man who can handle ter 
ritory and who is capable of develop 
ing into advertising manager. Young, 
single man preferred. All matter held 
strictly confidential. State age, experi- 
ence and salary expected. Tradepress 
Publishing Corpn., 542 S. Dearborn St., 
Chicago, IM 


4 successful, established advertising 
agency wants a man who has graduated 
in his own mind from the copy and ac- 
count handling end of the business to 
the point where he believes he is ready 
to develop a clientele of his own. Such 
a man, provided he measures up to our 
standards, will find an opportunity with 
us to develop along lines which will 
eventually provide the greatest return in 
the agency business. Several accounts 
will be turned over to him to handle in 
order that he may have a basis for a 
start. 

If this opportunity interests you and 
you have had previous experience which 
will enable you to qualify, address Box 
273, care of Printers’ Ink. 


The Man We Want — 


probably won’t read this, but you may 
know him. He’s an export Sales Man- 
ager who knows the Machine Tool busi- 
thoreughly. He’s making good 
wherever he is—but he’s looking for a 
broader opportunity with a house that 
wants the world for a market and has 
the means to go after it. 

We offer an unusual opportunity for 
the right man to join our sales organi- 
zation and take charge of all foreign 
sales. 

The man we want must have the very 
highest qualifications and have absolute 
confidence in himself based on past ex- 
perience. 

You'll be helping us both if you'll cut 
this out and give it to him. He can 
address us as follows with the assurance 
that this communication will be held 
confidential 
Box 281, 

MISCELLANEOUS 

FOR SALE 

ADDRESSOGRAPH 
with electric motor and complete equip 
ment. Write 1107 Sansom Street, Phila- 
delphia, Pa. 





ness 


Ink. 


Printers’ 

















You Manufacture — We Sell 


Manufacturers seeking an outlet for 
their goods in the East can secure 
the services of a well-organized and 
successful sales agency with offices 
in New York City. Staff composed 
of men who have achieved things 
and are capable of handling entire 
advertising, sales promotion and 
mail-order work, as well as giving 
actiye personal representation in the 
East. Meyer & Mee Company, 1328 
Broadway, New York. 
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125 copies of Printers’ Ink complete for 
past 2% years, only $12.00. Would 


make a nice gift for returned soldier * 


adv. man. Send order to BERTHA 
PAYNE, Shawnee, Kansas. 


WANTED 
KELLY PRESS IN GOOD CONDI- 
TION, WITH D. C. MOTOR EQUIP- 
MENT. TOLMAN PRINT, INC., 71 
CENTRE ST., BROCKTON, MASS. 











Printing Plants and Businesses 
Bought and Sold 
Printers’ Outfitters 
American Type Founders Products 
Printers’ and Bookbinders’ 
Machinery of Every Description 
CONNOR, FENDLER & CO. 
Ninety-six Beekman St. 
New York City 


PORCELAIN ENAMEL SIGNS 


LOOK BEST -LAST NGEST 





ST LE N THE ENC 


THE PORCELAIN ENAMEL & MFG. CO. 


BALTIMORE. MO 





POSITIONS WANTED 


SOLICITOR-SALESMAN, broad experi- 
ence general and trade publications, 
worker and producer, widely acquainted 
N. Y. C. and Eastern field, open for en- 
gagement. Box 279, Printers’ Ink. 


EUROPEAN REPRESENTATIVE 
Business man, lively and experienced, 
well introduced, wishes to represent 
exclusively, good American firm in 
Europe. Box 250, Printers’ Ink. 


Sates MANAGER, experienced in market- 
ing specialties, desires new connection. 
Sold out own business to enlist in navy. 
A little advertising and correspondence 
also in my line. Box 258, Printers’ Ink. 














Correspondent Assistant Sales Manager, 
34, mail-order and general sales expe- 
rience, forceful and convincing, sound 
judgment, exceptional ability, desires 
high-class connection, manufacturing line 
preferred; can organize mail-order de- 
partment; $35-$40. Box 278, P. I 


ANUVAENEUUUAUUEUSULUUAEOSUE CUAL TTT 


Mr. Busy X. Ecutive: I will take you 
on a personally conducted tour through 
your own business for $5,000 a year. 
Sales, production, income, expense, prof- 
its, all are spread before you like a 
panorama through 


VISUAL ANALYSIS 


Tons, of tabulations are dead dodos. 
Scientific statistical analysis makes your 
records say something. 
Address, Business Statistician, Box 253, 
eare of Printers’ Ink. 
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Sales promotion and 


coy mMan— 
married, thorough 4 2% 


trainin 


experience, news automobiles and j 
2, wants a position wi 

for growth.” About 431% 

Box 285, Printers’ Ink 


from A to 
portunity 
week to start 





ee 

_ . TECHNICAL ADMAYW 
Engineering graduate now an adver. 
tising manager wants similar Position 
with manufacturer of technical or othe 
pram. The man _ is bigger than this af 
and is exceptionally goo talogue 
work. Box 282, Printery Ink 





Thoroughly Experienced 

Salesman open for proposition, Twelre 
years on general and trade publication 
Well acquainted with advertisers a4 
agencies. Qualified to take charge ¢ 
Eastern office. Address Box 286, P| 


FOR A SMALL MONTHLY FEE g 
the advantages of a high-grade 

cal advertising manager will be offer 
manufacturers of engineering produgy 
around New York City and in Connes 
cut by an experienced advertising ms 
ager. Write Box 262, Printers’ tak 











ARTIST 


Now Art Director of Nationa 
Magazine, understands engray- 
ing, printing, type faces, ady. 
layouts, can originate advertising 
ideas. Adv. agency experience, 
Box 271, care of Printers’ Ink 











Copy Writer 

At present editing National magazin 
Formerly feature writer, re-writer 
New York daily; trade paper copy 
experience; motion-picture publicity 
Looking for a sound proposition with 
portunities limited only by ability. 
270, care of Printers’ Ink. 


Experienced Executive 


Age 40, American, capable manager, 
customed to responsibility, ise 
and organizer with ideas, 9 yeary 

eign (South American) experience, 

work concluded, now ready for suit 

connection at home or abroad. Box 2 
Printers’ Ink. 











College man, three years 
manufacturing executive, 
three years as literary critic 
and writer, wants New York 
position as advertising copy 
writer. 

No agency experience, but has wrt 
ten copy as free-lance. Now stt 
ing I. C. S. course in advertising 
Inexperience offset by capacity for 
thinking and learning rapidly. 
$45 to start. More when I'm worth 
it. Address Box 254, Printers Ink 
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WOMAN #h eight years’ experience 
suplcated calling lists of 
ding , desires to make a 
we Tes also had experience in hand- 
ane graph dictaphone and mailing 
ing ts, Has cage th ability, ini- 
ig concentration, ability to manage 
qr force of people and willing to 
4 any responsibility. Minimum sal- 
ome 0.0. Box 268, Printers’ Ink. 


CED AGENCY SERV- 

See ACK FROM FRANCE, 

His POSITION GONE. 

aggressive, tactful, logical, crea- 

inker, lucid, convincing +" 

wer. rapid producer, able to see 

i ide pm] Lode the detail. Have 

hing now to sell but ability, ambition, 

eagacity for hard work. Seeks New 

connection with agency, advertiser, 

s ine representative. Box 257, 
2 of Printers’ Ink. 








ajob with an advertising organi- 
eae Western or Middle est- 
moity that possesses some civic pride. 
igre a little writing ability, a well- 
wamended talent for layout, and a 
jedge of printing materials and 
ds that has come from 10 years’ 
gence in printing plants. This tech- 
fj education has been broadened 
at by three years of study in an 

wn college, and a European tour— 
completed. Box 255, Printers’ Ink. 





AND COLLECTION MANAGER 

mal years in service very large, pro- 
we Corporation. Enviable record, 
diciency developing, working with 
Organization, increased, better 
od will, small losses, seeks that 
ition requiring peculiar fit- 
tative shrewdness, ripe experience, 
m, leadership, resourcefulness, force- 
combined with tact and patience, 

ity so essential in successful 
Work. Duncan, Box 256, P. I. 





OR SALE—To the highest bidder— 
wrvices. Nineteen years’ experi- 
with the manufacturing costs and 
values of lithographing and 
in all its branches. That means 
TO BUY—WHERE TO BUY 
AT TO BUY—WHEN TO BUY 
st personal references. What have 
boffer? Box 287, Printers’ Ink. 








RECOGNIZED 
MAGAZINE 
WRITER 


to handle special copy on 
} subjects for advertising 
He is thoroughly familiar 
t, art, layouts, etc., and can 
‘class publicity in tech- 

and general publications. 


WWARD RICE DOYLE 
West 44th Street, New York. 
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EDITOR 

Style specialist, Alexander Hamilton 
Institute; and Factory Management 
Course, Industrial Extension Insti- 
tute. Office Editor, Nelson’s Loose- 
Leaf Encyclopedia. Decided literary 
ability. Prefer position involving the 
literary rather than the mechanical 
side of editorial work. A.B. and 
A.M. (in English) Columbia Uni- 
versity. A. S. Myers, 196 Lorraine 
Avenue, Upper Montclair, N. J. 














Do You Need 
A MAN « 


A MAN who knows paper. 

A MAN who knows how to buy 
Printing, Ad Composition, 
Engravings, Electros, Art 
Work, etc. 

A MAN—age, 28 years—married— 
two children—10 years’ 
advertising experience. 

A MAN—now employed, but seek- 
ing a job with a future. 

You can get this MAN for $3000 a 
year. Address “A MAN,” Box 272, 
care of Printers’ Ink. 





- * 

Printing Manager 
with wide experience and a thorough 
knowledge of the printing industry, with 
good artistic taste, coudiiieal an expert 
in typography, desires to make a con- 
nection with a progressive agency offer- 
ing a field broad enough to warrant a 
salary of $4,000. 

He offers in return the fruits of good 
education and the best of training, ver- 
satility, an unusual amount of con- 
scientious, persistent effort, coupled 
with pride in his work, good manners, 
ability to buy printing and engravin 
favorably due to his technical knowl- 
edge, absolute integrity, loyalty to the 
party giving a square deal. e is 30 
years old and willing to “stick.” Box 
283, Printers’ Ink. 





INSURANCE 
ADVERTISING MAN 

Now open for engagement. A mature 
writing man with 15 years insurance ex- 
perience, 10 as fire company manager, 
who thoroughly understands both stock 
and mutual systems, who has produced 
all kinds of insurance advertising liter- 
ature and who has the faculty of creat- 
ing the stuff that sells policies and con- 
fidence; a man who formerly was Adver- 
tising Manager of a departmental store, 
newspaper reporter, editor and maga- 
zine writer, a man of college education, 
wide reading, versatility and the habit 
of research, who is now in touch with 
late advertising theory and practice and 
who, for one thing, is highly capable of 
conducting an advertising department 
for up-to-date company of reputable 
group of insurers. 

Party is now on the Pacific Coast, but 
can report for work anywhere in North 
America on short notice. Address Box 
284, Printers’ Ink. 
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Impression 





About all that most 
advertising can do is 
to make an impres- 
sion. Through its con- 
stant repetition and 
reiteration, outdoor 
advertising makes an 
impression that leads 
to expression—the 
purchase of the com- 
modity advertised. 


Thos. (sack ©. | 
CHICAGO New York 
Largest Advertising Company in the World 
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Chicago Retailers atid 
The Chicago Tribune 


An investigator called on twenty-five Chicago re. 
tailers in varied lines and asked each the following — 
questions : 
“Which of the following mediums would reach 
YOU most effectively— 
A certain National. Weekly ? 
Another National Weekly? 
Your trade paper? 
A newspaper?” 
Replies were as follows: 
The Chicago Tribune 
The Tribune Co-Operator 
A trade paper 
Tribune or News 


A trade paper 

A trade paper 

A national magazine 

A trade paper 

A trade paper 

A class magazine 
It is notable that of the above 25 replies only 9 
failed to mention The Chicago Tribune and no 
other medium was mentioned more than twice. The 
Tribuné Co-Operator although mentioned by dealers 
as the best means of reaching them, does not print 
advertising but is merely .a house-organ published 
by the Retail Merchants Service Bureau of The 
Tribune to stimulate the sale of advertised 
products. 
By using The Chicago Tribune an advertiser 


of Chicago, including nearly 100% of the re- 
tailers in Chicago. Circulation in excess of 


400,000 Daily and 700,000 Sunday. 


The Dhicugs Gribune 


ite WorRLo's CREeaTesT NeEwspaen}ii) 

















